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VLTS BACK ON IN SOUTH DAKOTA 


Call it Round One: Video lottery terminals 
were reinstated on Nov. 22, 1994 after voters 
changed the Constitution to include the games 
under the description of a lottery. Game play 
was reportedly back to 80-85 percent of what it 
was before the machines were turned off on 
Aug. 12 following a Supreme Court ruling that 
declared them unconstitutional. This is not the 
final word on video lottery in the state. 

Prepare for Round Two: In a Dec. 7 address 
to the Legislature (which reconvenes this 
month), outgoing Gov. Miller recommended 
raising the video lottery tax from the present 
37 percent up to 42 percent. Incoming Gov. Bill 
Janklow has said publicly that 42 percent is in- 
adequate; he would prefer 50 percent! Cited as 
the purpose for the increase: personal proper- 
ty tax relief. | 

A local operator commented, “We've weath- 
ered the storm but our biggest problem now is 
dealing with government. Will it leave us ina 
position to be a strong industry or a weak in- 
dustry? A 50 percent tax will start a very signif- 
icant erosion of the industry in South Dakota.” 


WASHINGTON APPROVES SUPER ROCK ‘N BOWL 


Bromley Inc., the Illinois-based manufactur- 
er of novelty and redemption games, is happy 
to advise that its Super Rock-N-Bowl has been 
approved under Washington state's stringent 
redemption game guidelines (100 percent 
skill). Super Rock-N-Bowl’s double targets and 
intermittent lights added to the skill factor and 
put it over the top as far as Washington is con- 
cerned. 


CONGRATULATIONS IN ORDER 


Bob Snyder of Bob Snyder & Associates, the 
Walnut, Calif., consulting firm that specializes 
in regulatory issues, gaming, licensing, and 
product evaluation, has been awarded status 
as a Diplomate: Board Certified Forensic Ex- 
aminer of the American Board of Forensic Ex- 
aminers. The ABFE recognizes experienced 
individuals who have achieved proficiency in a 
variety of fields. Information from such skilled 
experts is often used in court testimony, with 
implications of local and national significance. 
Snyder is frequently called upon to participate 
in coin machine industry educational sessions. 


MERIT KICKS OFF SERIES 





Merit Industries of Bensalem, Pa., com- 
mences its 8th Annual World Series of Darts 
schedule this month, traveling to Jacksonville, 
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Fla., Jan. 20-22, and Indianapolis, Ind., Jan. 27- 
29 for regional events. The Series schedule 
also includes stops in Ham Lake, Minn., Mar. 
17-19; Port St. Lucie, Fla., April 7-9; and Hon- 
olulu, Hawaii, April 21-23. 

The average guaranteed payout this year 
will be over $9,000, plus trophies, medallions, 
and MVP jackets. Merit will continue to use 
the Tournament King software program that 
has streamlined tournaments by running mul- 
tiple events simultaneously. Dart Mart Inc. will 
co-sponsor the Series. For more information 
contact Bob Wiles or Kim Morgan, (215) 629- 
4700. 


DATA EAST SHIPS LOCKED N’ LOADED 


Look for the new Data East two-player video 
gun game, Locked N’Loaded, at your local dis- 
tributor. Starting in late December, the game 
became available as a dedicated upright and 
in two different kit formats: Basic Kit with PCB, 
conversion adaptors, game graphics, and 
manual for existing gun game cabinets; and 
Gun Kit with all the same items as the basic 
plus two guns, holsters, and cables to convert a 
generic cabinet. 


STATE GATHERING NEXT MONTH 


Now is the time to contact your state associ- 
ation to express your views on important is- 
sues in your area. State association executive 
directors and other officers will be gathering 
in Orlando. Fla., Feb. 2-4, for the winter meet- 
ing of AMOA’s Council of Affiliated States. 
Slated for discussion are topics near and dear 
to our hearts, such as taxes and regulatory is- 
sues. Bill Treger of Betson Enterprises, chair- 
man of AMOA’s state association committee, 
directs this year’s program. 


SYMPATHY TO KOENIGSBERG FAMILY 


We extend our sincere sympathy to the fam- 
ily of AAMA president Steve Koenigsberg of 
State Sales and Service Corp. in Baltimore, 
Md., on the death of his mother. Anita Koenigs- 
berg passed away recently following a lengthy 
illness. 


STEVE KAUFMAN JOINS PREMIER 


Steve Kaufman recently left Electronic Arts 
where he was the general manager of the coin- 
op division. He will be joining Premier, where 
he spent a brief time in the company’s gaming 
division several years ago. He can be reached 
at Premier after the first of the year. A 
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She had foresight. And probably a limited 


Did your mother ever ™« 


The only bad part was that the clothes didn’t fit 
so well for a while. 


buy yOu clothes Our jukebox technology concept is about the 


same. Except we eliminated the having to grow 
into it part. Our 100-CD HyperBeam™ sound 


that you could system gives you most every income-enhancing 


feature you could possibly use today — no com- 
promises — yet all but infinite flexibility so it 


@ 
rOW into 9 can likely adapt to new digital technology as it 
e comes. 


Here’s how we didn’t do it. 
















We didn’t just adapt our old 45RPM system to 
handle CD’s. They’re entirely different sound 
reproduction technologies. And we couldn’t hope 
to be flexible by just modifying our old system. 


Here’s how we did do it. 


With components ... compact, high-efficiency 
components that simply plug in. For example, 
our HyperBeam’s high-speed CD changer is 
a simple 8° x 18° component that can be 
removed and re-installed in minutes. 


Then we made components within the 

components. Our CD changer component 

has two 50-CD magazine “components” 
that simply snap in & out. And within the 
magazine component, we made individual 
tray “components” that are just as easy to 
take in and out. 


All said, when something changes in 
technology, something can likely be 
changed in our HyperBeam system ... 
and just some thing. 


This is just a snapshot. 
The full picture is yours for the asking. 


Ask for a copy of our new booklet, “Technology 
that works. And keeps on working.” 
And find out how our new 
HyperBeam system — standard 

in all NSM jukeboxes — can fit 
your music operation perfectly. 
Both today and for years to come. 


Mom’s would love it. 





NSM 


NSM-America 
1158 Tower Lane 
Bensenville, IL 60106 





™HyperBeam is a trademark of NSM - Bingen, Germany ¢ Bensenville, Illinois 
© Copyright 1994, NSM - Bingen, Germany ¢ Bensenville, Illinois Phone: (708) 860-5100 FAX: 5144 


CORRECTION 


An apology to 
Nate Feinstein 


Jerry Marcus of Atlas Dist. 
in Chicago called with some 
good news and bad news. The 
good news first: Nate Fein- 
stein, formerly of World Wide 
and Atlas, is alive and well, 
still having lunch with old 
friends. 

The bad news: we had a 
photo of him in our 20th an- 
niversary issue, in a section 
dedicated to industry friends 
who have passed away. 

Jerry immediately called 
Nate to make sure all was well 
and then explained what had 
happened. It’s possible that 
Nate suddenly recalled a 
quote by one of our most fa- 
mous writers, Mark Twain, 
who said: “The reports of 
my death are greatly 
exaggerated.” 

Jerry, who met Nate back in 
1961, calls him a genius. “He is 
a brilliant man who has al- 
ways been successful. And you 
know that picture you ran in 
the magazine? Well, although 
that photo is quite a few years 
old, Nate looks exactly the 
same. He hasn't aged a bit.” 

Needless to say, we feel aw- 
ful about the error and offer 
our sincerest apologies to 
Nate. Editor Valerie 
Cognevich said, “We always 
regret making a mistake in 
our magazine, but listing 
someone as deceased who is 
not is just terrible. I am truly 
sorry and wish Nate the best 
for many years to come.” A 
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Samurai Shodown IT has proven to be the 


abhilel-wam@NOLSN Or number two earning video game in 


virtual ly every location across the nation. 


At an investment of S 5 OQ) OQ) e O OQ or less 
Samurai Shodown II is Eeetaeen cancs costing 


4 to 40 times more! 


Consider this, instead of investing $5,000.00 in that 
new dedicated video game, invest the same amount of 





dollars in iy 6 pelican: Shodown: TI] Cartridges. 


This WayY you are certain to 


satisfy ten locations, ee only one. 





Wouldn’t you rather have 10 great games 
earning for YOu vs. only one? 


It's your business... You do the math. 


SNK CORPORATION OF AMERICA 
TORRANCE, CALIFORNIA 90503 
v- TEL (310) 371-7100 FAX (310) 371-0969 
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FROM THE EDITOR 


Are we really in deep doo-doo? 


e are not in arecession, we're in a full 
fledged depression, an operator told 
me over the phone the other day. 
Equipment costs too much, there’s not 
anything new and innovative, the 
players have moved on to other activ- 
ities, price per play is still 25 cents, 
and the manufacturers are trying to 
run the little guys out of business. 

These were just a few comments 
this operator had to say. It’s obvious 
he’s frustrated about the industry he’s 
called his own for two decades. He’s 
aggressive, a go-getter as he de- 
scribes himself, and can’t figure out 
what is going on in the industry. In 
fact, when I asked 
him what he thought 
was right around the 
corner, his straight- 
forward answer was, 
“IT have given up try- 
ing to figure out 
what's going to hap- 
pen. There are too 
many factors influ- 
encing our futures 
and not much we re- 
ally can do about any 
of them.” 

While he was quick 
to point out that he 
wasn't speaking for 
operators all over the 
country, in his area 
things were just plain 
horrible. “You maga- 
zine people will say 
something like ‘the 
market is sluggish.’ Sluggish? No, it’s 
much more than that. We must use 
much stronger words to describe the 
business.” 

We know that the industry has its 
ups and downs. However this opera- 
tor describes a situation where the 
down is much lower and the up is 
even more elusive. “I’ve never seen 
expressions on distributors faces like 
Isaw at AMOA,” he exclaimed. “They 
were positively ashen! They are as 
shocked as the operators are about 
prices and lack of choice.” 

These are some strong, heartfelt 
words spoken by someone who has 
been in the coin machine business 20 
years. It’s a little scary because this 
operator is part of the foundation on 
which a successful industry has been 
built. Even more frightening words 
came from an outsider, who has done 
some management articles for us: 


8 


“After studying some information I’ve 
accumulated on the coin-op industry, 
I'd say you were in deep doo-doo!” 

Can things really be that bad? Or 
put another way, can they really be 
good considering the market? What’s 
happening right now reminds me of 
the title of a movie “Something’s Got 
to Give.” I didn’t see the movie, but it’s 
the title that is so intriguing. It de- 
scribes what we ve been saying about 
the industry. 

Two shows at the end of 1994 
shocked us into reality. The 50-year- 
old AMOA, the industry show for 
many years, was dismal. Street oper- 
ators were out in the cold as far as 
equipment, while manufacturers 
proudly showed their mega-priced 
video games designed without street 
operators in mind. Then a week later 
Fun Expo exceeded even cautious ex- 
pectations. Crowds of attendees filled 
the aisles, and they were smiling. 
Even video game manufacturers were 
pleased, as one explained: “For those 
spending big bucks opening a family 
entertainment center, the price of our 
games is not out of range.” 

But comparing these two shows is 
perhaps comparing apples to or- 
anges. Sure there’s crossover; you see 
familiar faces at Fun Expo but in reali- 
ty it’s two different audiences. But it’s 
sobering to see SO many newcomers 
willing to spend the mega bucks it 
takes to open a family entertainment 
center. Sure the industry has seen 
newcomers before, but it was in 
smaller quantities and certainly they 
weren't investing what’s required 
now. During the early ‘80s you could 
officially become an operator with the 
purchase of one game anda few feet 
of space to place it! 

Well, something’s got to give. 
There's lots of turmoil within the in- 
dustry right now. High-tech, informa- 
tion superhighway, FECs, and a few 
other buzz words are replacing some 
more familiar ones, and we’d all bet- 
ter know what is out there. 

We are in the process of tabulating 
our State of the Industry results we’ve 
received from our loyal readers. Stay 
tuned in mid-January when the in- 
evitable comparisons to previous 
years will come to your door. Pay spe- 
cial attention to the comments at the 
end from the operators who partic- 
ipated. It’s always an eye-opening ex- 
perience. A 
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EQUIPMENT POLL 





POINT POINT 
GAME MFG. VALUE | GAME MFG. VALUE 
ALLEY BOWLERS 6. Hop-A-Tic-Tac-Toe (Data East) 1238 
1. Skee-Ball (Skee-Ball) 7.75 7. Wacky Gator (Data East) 7.20 
2. Smartball (Smart) 7.22 8. Feed Big Bertha (Smart) 7.06 
SPORTS GAMES 9. Pop-A-Ball (Coastal) 7.00 
1. Sonic Blast Man (Taito) 8.80 10. Flip N’ Win (Planet Earth) 7.00 
2. Strike Zone (Purple Star) 7.80 11. Coin Circus (Am. Sammy) 7.00 
3. Shoot to Win! (Smart 7.21 12. Dump the Ump (Doyle) 7.00 
4. Champ. Basketball (Grayhound) 7.00 13. Simple Simon (Am. Sammy) 6.25 
5. Full Court Frenzy .C.E.) 6.84 14. Neck-N-Neck (Bundra) 6.20 
6. Arm Champs ~ (Jaleco) 6.78 15. Knock Down (Meltec) 6.14 
7. Two Minute Drill (Taito) 6.60 16. Big Mouth (Meltec) 6.09 
8. Slugtest (Williams) 0.24 17. Godzilla Wars Jr. (Namco) 6.00 
9. UB-QB Football (National Sports) 6.00 i6: Gracie Crab iree) 5 88 
10. Hoop Shot (Doyle) 5.33 * peat, 
19. Circus Hi-Rise (Skee-Ball) 5.80 
SINGLE COIN PUSHERS 20. Hot Shot Basketball (Williams) 5.75 
I, Jungle Jive (Coastal) 8.67 21. Boom Ball (Meltec) 5.50 
aan t oo chants) ae 22. Sidewinder (Bob's Space) 5.00 
4. Rock N’ Roll (Fun Merchants) 7.20 COIN DROP GAMES 
SINGLE CRANES 1. Super Rock-N-Bowl (Bromley) 8.83 
1. Snack Attacker (A.G.E.) 8.50 2. Home Run Hitter (CCD 8.79 
2. Clean Sweep (Smart) 8 37 3. Aftershock (Lazer-Tron) 8.06 
3. Rainbow Crane (Rainbow) 8.20 4. Sonic the Hedgehog (Sega) 8.00 
4. Big Choice (Fun Merchants) 7.82 5. Wheel ‘M In (Bromley) 7.81 
5. Candy Crane (Smart) 7.18 6. Super Bank It (Lazer-Tron) 1.415 
6. Action Claw (Fun Merchants) 7.11 7. Rock-N-Bowl (Bromley) 7.30 
7. Jumbo Crane (Grayhound) 6.75 8. Bank It (Lazer-Tron) 5.73 
8. Skill Crane (Grayhound) 6.29 9. Addams Family Values (Midway) 5.00 
9. Candy Shop (Grayhound) 6.00 
10. Hollywood Crane (Maxwell) 5.85 
CHILD-SIZE GAMES PINBALLS , 
1. Shoot to Win! Jr. (Smart) 9.17 
2. Smart Toss ‘Em (Smart) 8.29 POINT LONGEVITY 
3. Half Pint Frenzy (ICE) 7.17 | GAME VALUE POINTS 
4. Jr. All-American (CCI/UETD) 6.75 
5. Bozo Basketball (Design Plus) 6.50 - che bens a ais ) 
6. Kiddie Whac-A-Mole (Bob's Space) _ 6.50 See enon Sans ae et 
7 Toss ‘Em (CCI/UETD) 6.50 2. Maverick the Movie (Sega) 8.25 55 
8. Awesome Toss ‘Em (Lazer-Tron) 6.40 3. Star Trek: 
9. Skee-Toss B.C. (Skee-Ball/ Next Generation (Williams) — 8.22 654 
Fun Merchants) 6.07 4. The Addams Family (Bally) — 8.00 1937 
10. Super Mario Mushroom (Premier) 5.40 5. World Cup Soccer (Bally) 771 901 
BALL ROLL DOWNS 6. Creature from the 
1. Spin-to-Win (Lazer-Tron) 8.43 Black Lagoon (Bally) 7.67 752 
2. Jungle Rama (Lazer-Tron) "19 7. Freddy, A Nightmare 
3. Clown Rolldown (Bay Tek) o22 on Elm Street (Premier) 7.60 73 
4. Rock N’ Roll 4 (Bay Tek) 6.25 8. Corvette (Bally) 7 33 66 
5. Tic-Tac-Toe (Skee-Ball) Bt) ina 
6. Fielder’s Choice (Bay Tek) 5.25 9. Twilight Zone (Baily) ie = 
NOVELTY 10. Fish Tales (Williams) 7.03 962 
1. Dj 11. Guns N’ Roses (Data East) 6.90 168 
. Dinoscore (Planet Earth) 8.93 ie “< 
2. Robo-Bop (Coastal 8 80 12. Demolition Man (Williams) 6.83 294 
3. Ribbit Racin (Lazer-Tron) 827 13. The Flintstones (Williams) 6.83 120 
4. Flingshot (Planet Earth) 8.00 14. Rescue 911 (Premier) 6.74 333 
5. Whac-A-Mole (Bob's Space) 7.29 15. Indiana Jones (Williams) 6.71 639 





Results are based on monthly Equipment Poll ballot returns. Point Value: average of ballot ratings on 
a scale of 1-10. Longevity Points: determined by standings in Video & Pinball combined column 





(#1 game receives 60 points, #2 game receives 59 points, etc.) *Indicates new or reappearing games. 
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GAME 


Daytona USA (Sega) 
Suzuka 8 Hours 2 (Namco) 
Cruisin USA (Midway) 


Red & Ted’s Road Show (Williams) 


Out Runners (Sega) 
Maverick (Sega) 

Star Trek: 

Next Generation (Williams) 
The Addams Family (Bally) 
Primal Rage (TWD 

Solitaire Challenge (Dynamo) 


. Mortal Kombat II (Midway) 


Suzuka 8 Hours (Namco) 
Virtua Racing (Sega) 
Virtua Fighter (Sega) 
Revolution-X (Midway) 


. World Cup Soccer (Bally) 


Creature from the 

Black Lagoon (Bally) 

Samurai Shodown II (SNK) 
Freddy (Premier) 

Great 1,000 Mile Rally (Kaneko) 


. Lethal Enforcers II (Konamiw 
. T-MEK (TWD 

. Corvette (Bally) 

. Lucky & Wild (Namco) 

. Twilight Zone (Bally) 

. Lethal Enforcers (Konami) 

. Fish Tales (Williams) 


Racin’ Force (Konami) 


. Raiden II (Fabtek) 

. SSF II Turbo (Capcom) 

. Guns N’ Roses (Data East) 

. NBA JAM Tournament (Midway) 
. DarkStalkers (Capcom) 

. Demolition Man (Williams) 

. The Flintstones (Williams) 

. Aero Fighters 2 (SNK) 

. Street Slam (Data East) 

. Rescue 911 (Premier) 

. Indiana Jones (Williams) 

. Run and Gun (Konamv 

. Jurassic Park (Sega) 

. D&D Tower of Doom (Capcom) 
. NBA JAM (Midway) 

. King of Fighters (SNK) 

. Alien vs. Predator (Capcom) 

. Cybersled (Namco) 

. Crime Patrol (Am. Laser) 


Gals Panic II (Kaneko) 
Jurassic Park (Data East) 
Raiden DX (Fabtek) 


. Super Sidekicks 2 (SNK) 
. White Water (Williams) 


Samurai Shodown (SNK) 


. Ridge Racer (Namco) 

. Under Fire (Taito) 

. The Who’s Tommy (Data East) 

. Last Action Hero (Data East) 

. Dracula (Williams) 

. Tales from the Crypt (Data East) 


Fast Draw (Am. Laser) 
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POINT LONGEVITY 


GAME VALUE POINTS 
1. Daytona USA (Sega) 9.52 240 
2. Suzuka 8 Hours 2 (Namco) 9.22 439 
3. Cruisin’ USA (Midway) 9.11 117 
4. Out Runners (Sega) 8.31 842 
5. Primal Rage (TWD 7.95 221 
6. Solitaire 

Challenge (Dynamo) 7.92 290 
7. Suzuka 8 Hours (Namco) 7.80 435 
8. Virtua Racing (Sega) 7.79 1379 
9. Virtua Fighter (Sega) 7.16 520 
10. Revolution-X (Midway) 7.73 298 
11. Lethal 
Enforcers II (Konamv 7.42 346 
12. T-MEK (TWD 7.38 185 
13. Lucky & Wild (Namco) 29 541 
14. Racin’ Force (Konamv 7.00 216 
15. Run and Gun (Konami 6.62 503 


VIDEO KITS 


POINT LONGEVITY 


GAME VALUE POINTS 
1. Mortal Kombat II (Midway) 7.89 820 
2. Samurai Shodown II (SNK) 7.64 44 
3. Great 1,000 Mile 

Rally (Kaneko) 7.50 41 
4. Lethal Enforcers (Konami 7.05 1288 
5. Raiden II (Fabtek) 6.95 529 
6. SSF II Turbo (Capcom) 6.92 158 
7. NBA JAM 
Tournament (Midway) 6.87 354 
8. DarkStalkers (Capcom) 6.85 182 
9. Aero Fighters 2 (SNK) 6.80 67 
10. Street Slam (Data East) 6.75 24 
11. D&D 
Tower of Doom (Capcom) 6.54 316 
12. King of Fighters (SNK) 6.50 61 
13. Alien vs. Predator (Capcom) 6.45 216 
14. Gals Panic II (Kaneko) 6.43 182 
15. Raiden DX (Fabtek) 6.36 11 
16. Super Sidekicks 2 (SNK) 6.36 21 
17. Samurai Shodown (SNK) 6.25 532 
18. Super Street 
Fighter II (Capcom) 5.98 107 
19. Twin Eagle II (Seta) 5.92 * 

20. World Rally (TWD 5.89 403 

21. Mortal Kombat (Midway) 5.60 1325 

22. Drug Wars (Am. Laser) 5.50 985 

23. Fatal Fury 2 (SNK) 5.47 304 

24. Windjammers (Data East) 5.36 83 

25. Art of Fighting 2 (SNK) 5,00 55 

26. Aero Fighters (Mc O’River) Doe 393 

27. Fighter’s History 

Dynamite (Data East) 5.30 9 

28. Warriors of Fate (Capcom) 5.29 52 

29. Street Fighter 

Champ (Capcom) 5.12 1262 
30. World Heroes 2 (SNK) 5.04 296 
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southern operator recently re- 
marked that business was terrible. 
So bad, in fact, that he had not pur- 
chased a new game since Mortal 
Kombat II. Nor had he attended any 
recent trade shows. As good as that 
game might be, it is difficult to imag- 
ine that he could not rustle up 
enough funds to add a few games of 
more recent vintage. Another 
choice: jump into a new area, such 
as redemption. 

As long as his cus- 
tomers continue to 
see the same games, 
their image of his es- 
tablishment will 
change over time. 
Revenue will never 
improve if there are 
no new titles to en- 
tice game play. While 
holding down ex- 
penses, he has also 
withheld life support 
from the ailing pa- 
tient. 

A few days later a 
midwestern opera- 
tor admitted that in- 
deed video revenue 
was down, but she 
was enlarging an already well-es- 
tablished dart and pool league sys- 
tem by adding foosball to the mix. 
Here’s an operator who decided to 
do something about declining rev- 
enue. Instead of being reactive she 
chose to be proactive and initiate 
change. Her business was very good 
since she was making the best of 
other types of equipment while one 
segment was down. 

Similar stories are retold every 
day. The names change but the situ- 
ation remains the same: what to do 
in the face of declining revenue? 
Both sides are understandable. 
Playing it safe may be preferable to 
sticking your neck out. Don't take 
chances and you won't be disap- 
pointed. Wait for the next big guar- 
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anteed winner. 

Or, reassess your locations. 
Spend some time talking to the 
players. For a short-term boost in 
game room settings, host a tourna- 
ment or sponsor a special promo- 
tion to draw players in with discount 
coupons (two-for-one-token day 
perhaps). Advertise these specials 
in your city newspaper, high school 
or college newspaper, or on radio 
stations that your core clientele fa- 
vor. Ask any teenagers and they will 
tell you their favorite spots on the 
radio dial. 

Tournaments are not limited to 
pool, darts, air hockey, and foosball. 
Try a father/son pinball tournament 
(this is where dad may outshine his 
offspring) or basketball tournament- 
Don’t rule out video game tourna- 
ments. Invest in some cassette tapes 
or CDs of hot rock groups and give 
them as prizes for the top scores ina 
three-hour period on either old or 
new videos. For the father/son event 
try sporting goods as prizes. Just 
use your imagination. 

The object of the game is to get 
warm bodies into your locations and 
remind them that you are there. 
Give them a reason to come in now 
and later. Look for alternative ways 
to achieve this goal. Extricate your- 
self from the quicksand of dismay 
over alow cash pan. 

No one is saying that such a move 
is easy. The status quo is a comfort- 
able place, even if you are not totally 
happy there. It represents the 
known versus the unknown of 
untested waters. Yet it is clear that 
standing still will not improve the 
situation. Change is inevitable. 
Change is a part of life. Change is 
necessary. Take no action and 
change will occur around you, per- 
haps to the detriment of your busi- 
ness. Take control and chart a new 
path. As playwright George Bernard 
Shaw wrote: “Hell is to drift; heaven 
is to steer.” A 
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Left: 

Frank Ballouz (c) with 
Alex Jimenez (I) and 
Tom Harlan of the ad- 
vertising firm, Bee- 
line Group. 


Mark Trotter (I) with 
Satinder Bhutani. 


COVER STORY 


Capcom’s winning 
combination for success 


Ithough Capcom Ltd. was found- 
ed by Kenzo Tsujimoto only 15 
years ago, and the U.S. office is 
just 10 years old, its tremendous 
impact on the coin-op industry is 
apparent. At a time when opera- 
tors were desperate for games 
that would allow them a fair re- 
turn on their investment, Cap- 
com obliged by giving them 
Street Fighter. 





To appease operator demand 
for more great games, Capcom 
gave them Street Fighter II, 
Street Fighter II: Champion Edi- 
tion, Street Fighter II Turbo, Su- 
per Street Fighter II, and Super 
Street Fighter II Turbo. To those 
who said enough is enough, 
Capcom answered that as soon 
as players had enough the run 
would be finished. 

But players didn’t seem to 
get enough. As is par for the 
course in our industry, fighting 
games became the most popu- 
lar theme with every company. 
Every fighting concept and 
character were thrust upon the 
market. 

Surprisingly, although Cap- 
com is most famous for its 
Street Fighter series, the com- 
pany has not rested on its suc- 
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cess. Capcom’s run of excep- 
tional games including Alien vs. 
Predator, Dungeons & Dragons 
Tower of Doom, and DarkStalk- 
ers have allowed the company 
to sell in excess of 25,000 games 
per year. 

But there were some pot- 
holes along the way. When Cap- 
com was selling Street Fighter, 
the most popular game since 





Pac-Man, management chal- 
lenges created some serious 
problems within the company. 
“How can a company have the 
hottest game in town and yet 
collect enemies like flies?” 
asked a perplexed industry. 

Now it’s out with the old and 
in with the new. Dismay has 
been replaced with respect 
since the addition of the most 
respected man in the industry, 
Frank Ballouz. He’d be the first 
to argue that there are other 
people who have earned more 
respect within the industry, but 
those who have dealt with 
Frank agree he's at the top of 
the list. 

Frank is optimistic and en- 
thusiastic about the challenge 
ahead. He’s made it quite clear 
that his greatest assets in the 
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industry are his reputation and 
integrity, and he will not com- 
promise either one. “When I 
give someone my word, I stand 
behind it. Mr. Tsujimoto has 
shown his commitment to us by 
supporting my decisions and 
accepting my ideas as Mr. Hira- 
ta, Mr. Hirao, and I lead Cap- 
com U.S.A. forward,” he ex- 
plained. 

Frank was referring to Mr. 
Hirata, who is the new presi- 
dent of Capcom U.S.A., and Mr. 
Hirao the vice president of cor- 
porate planning. 

Mr. Hirata has been with 





eas a : 


Nick Laherran (I) and Joel Pamid. 


Capcom Ltd. for close to 10 
years and is looking forward to 
working at Capcom U.S.A. He 
said, “Iam anxious to bring my 


experience and knowledge of 


Capcom to the United States. 
I’ve known Frank since | was at 
Sega many years ago and am 


looking forward to working 


with him. I’ve enjoyed our first 
six months and know we have 
have made some postive ac- 
complishments 
goals here at Capcom.” 


“Mr. Hirata is a great man 


who is a joy to work with. He 

will be vital in the decision- 

making process,” said Frank. 
Frank’s industry career be- 
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toward our 


gan at Atari during the infancy 
stage of video games. He sold 
games like Asteroids and was a 
vital part of the industry as it 
evolved. He was working for 
Nintendo when the company 
offered a sluggish industry the 
VS. system that reportedly 
saved many operators from 
bankruptcy. Frank left Ninten- 
do in 1988 and formed Fabtek, 
which is still a viable coin-op 
company. Remember Cabal, 
Raiden, Raiden II, etc.? 

We talked with Frank about 
Capcom’s future, his views of 
where the industry is headed, 





—_—_— 


Legal counsel lan Rose and Stephanie 


Chan. ; 


and why he is willing to put his 
head on the chopping block. 
Frank is aware of Capcom's po- 
sition in the industry; he’s sen- 
sitive about previous company 
decisions, and he’s eager to talk 
about both. 

Frank knows he has a tough 
road to navigate, but once you 
hear how he intends to travel 
the course, you'll instantly 
agree that Capcom is on the 
road to an extraordinary fu- 
ture, and youll want to go 
along. 

Frank spoke candidly about 
Capcom’s revenue-sharing 
program, an ill-fated program 
that caused quite a stir within 
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the industry. “It has been a 
point of contention within the 
industry,” Frank began. “We 
now recognize that it’s not the 
manufacturer's place to be in- 
volved in street routes. Our in- 
tentions were good. We thought 
we had found a way to help 
share the financial burden op- 
erators face when buying new 
equipment. However, we are 
willing to admit that it was a 
program that simply did not 
work out. We're taking steps to 
wind it down.” 

Capcom also is taking dra- 
matic steps destined to make 
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Derek Bunning, director of credit. 


the company even stronger. For 
example, Capcom is assem- 
bling an in-house R&D staff in 
the United States that eventu- 
ally will include 65 people. The 
director of this department is 
Rich Moore, who worked with 
Frank at Atari. Steve Hanawa, 
formerly of Sega, has been 
named vice president of R&D. 
The team will include newcom- 
ers with fresh ideas, experi- 
enced people who have worked 
on game design in the past, and 
some R&D staff members from 
Japan. 

Ask Rich about new technol- 
ogy and Capcom’s future and 
be prepared to listen awhile. 
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He’s so passionate about Cap- 
com’s goals and plans that it’s 
contagious. While some of the 
technical talk goes over our 
heads, it’s clear that Capcom is 
setting some stiff goals, and 
there’s no doubt in Rich’s mind 
that those goals are well within 
reach. We boiled down his com- 
ments into a few paragraphs 
and tried to translate it for the 
non-technical among us. 

Rich believes that Capcom 
has led the pack in graphics 


re Bett on 





Game counselors Chris Kramer (1) and 
John Hargrove. 


and fighting-themed games. 
But he admits that the industry 
does not live by graphics and 
fighting games alone. 

He explained, “One thing 
that brought me to Capcom was 
the well thought out game de- 
signs and how spectacularly 
they were presented to the 
player. Capcom has some of the 
highest standards in quality, 
production value, and animat- 
ed realism. We want to accentu- 
ate these qualities on a higher 
level of technology. Going to 3- 
D allows the graphic presenta- 
tion to be more alive and richer, 
with more vivid colors. It is vi- 
sually stunning when present- 
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ed to the player.” 

Rich added, “Our mission is 
to build on our strengths while 
branching out into different 
themes like sports, driving, and 
flight simulators, and still other 
areas of role-playing games.” 

We asked Rich about the ne- 
cessity of an R&D staff here in 
the United States. He ex- 


plained, “As the animation gets 
more realistic, it is more criti- 
cal than ever to have the nu- 
ances that make the United 





Erin Shiba (I) and Laurie Thornton in 
public relations. 


States so unique portrayed as 
accurately as possible. To cap- 
ture that realism and then to- 
tally immerse the player into 
the game's action, everything 
about the game must have 
more reality. The only way to 
ensure that realism is to have 
design teams that live and 
breathe everyday experiences 
right here in the United States. 
They will enhance the develop- 
ment of realistic games.” 

Frank added, “The R&D team 
in Japan is fantastic. Having a 
team here in the United States 
will be a great supplement to 
their already established repu- 
tation.” 
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But all this high-tech talk 
should not deceive you into be- 
lieving that Capcom is aban- 
doning the street operator. On 
the contrary, Capcom sets a 
high priority on street opera- 
tors and their needs. 

“Some manufacturers are 
driven by their interests in 
amusement parks and motion 
simulation platforms,” Frank 
voiced. “These companies can 
spend all the R&D dollars they 
want, knowing they ll capture it 





Sal Jurado in front of the Polaroid In- 
stant Memories photo booth. 


back from their operations. 
However, while that may sound 
positive, it can also prove nega- 
tive in designing games. What 
one company needs for its own 
operations may not be what the 
industry as a whole demands.” 
“Capcom is taking a different 
approach, Frank said. “We 
continually look for ways to dri- 
ve the cost of games down, not 
up. Capcom has enjoyed an en- 
viable place in the market be- 
cause we are aware of what op- 
erators need. We've had an 
impressive list of games at rea- 
sonable prices. Our ultimate 
goal is to continue to bring out 
games with the look and feel 
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that has made us successful, 
and to sell those games at very 
attractive prices.” 

Capcom is striving to intro- 
duce games that will earn oper- 
ators a fair return on invest- 
ment for years to come. While 
the game plan involves a sys- 
tem, Frank hates using the 
word. “No matter how mucha 
factory supports a_ system, 
when it finally upgrades that 
system, operators go crazy,” he 
said. “Remember the VS. sys- 
tem from Nintendo? It was a 
lifesaver for many operators. 
I'd challenge any operator to 
show me that he lost money on 
the VS. system. Yet, after years 
of support with outstanding 
games, when Nintendo re- 
placed the VS. system with 
Play-Choice, operators ac- 
cused Nintendo of abandoning 
them.” 

He continued, “Capcom will 
be offering the CPS II system to 
operators, but we'll emphasize 
that each game will stand on its 
own merits. Who wouldn't buy a 
DarkStalkers? Yet, once you 
have it, you'll be able to convert 
it with an equally good game 
somewhere down the line. I can 
assure you that Capcom will 
not be introducing games for 
the system that won’t stand on 
their own. 

“We recently opted to turn 
down some games from Japan 
because they weren’t up to 
what U.S. operators expect and 
demand. I think it’s important 
to note that Japan is not forcing 
us to take any game we do not 
feel is up to the expectations of 
Capcom U.S.A. or U.S. opera- 
tors.” 

In addition to the CPS II sys- 
tem, Capcom is selling its Po- 
laroid Instant Memories photo 
booth, which is a partnership 
with Polaroid. Said sales man- 
ager Mark Trotter: “We've low- 
ered the cost of the photo booth 
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Hot news: Marvel’s famous X- 
Men have teamed up with Cap- 
com on a collaborative project 
to bring their adventures to life 
on the video screen. 

The vehicle for the popular 
heroic figures: X-Men Children of 
the Atom, a head-to-head fight- 
ing title that follows Capcom's 
tradition of excellent games in 
the combat genre. Six of the 
most famous X-Men characters 
and four of their arch foes come 
to life, fleshed out by the same 
team that created the legendary 
Street Fighter series. Fans can 
find Wolverine, Cyclops, Psy- 
locke, and other favorites sport- 
ing special moves. 

Game highlights: X-Men re- 
mains faithful to both the comic 
book series and the animated TV 
program. This video version of X- 
Men is unlike any other Marvel li- 
cense. Capcom’s game marks 
the first time the X-Men are fea- 
tured in a combat-style game 
where they battle against one 
another in fierce competition. 
Players can also select the X- 
Men's foes, including Omega 
Red, Spiral, and the rest of the 
bad guys. 

Other special features include 
an auto blocking option that al- 
lows novice players to challenge 
pros. In addition, players can 
achieve three different levels of 
special X-power to help build 
strength and the ability to exe- 
cute even more _ incredible 
moves against opponents. 


Availability: January 
Format: Upright, 
kit, and B-kit 
formats 


Expectations: High 
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considerably and are selling 
them strictly through distribu- 
tors. We thought we could sell 
them direct to operators but 
learned that distributors offer 
the best support mechanism.” 

He added, “We find that the 
photo booth registers consistent 
earnings in a variety of locations— 
shopping malls, multiplex the- 
aters, FECs, amusement parks, 
and nightclubs. This is a steady, 
long-term earner for operators.” 

We asked Mark his opinion 
on Capcom’s direction. “I’ve 
been here two years and I’ve 
never been more optimistic. 
Frank has taken a strong lead- 
ership position with a long- 
term strategic plan that will 
benefit Capcom and the indus- 
try.” 

National sales manager Bri- 
an Duke, who has been with 
Capcom since 1987, is also opti- 
mistic about Capcom’s future. 
He offered these comments: “It 
is so easy to say good things 
about Frank. He adds credibili- 
ty and is positioning us where 
we need to be. He knows what 
needs to be done, and we're all 
on the same page. We’ve over- 
come some obstacles, and | like 
where we are now. We have 
great product. Our testing, 
which was in shambles, is now 
accurate. We can confidently 
Show our customers how a 
game has done in any type of lo- 
cation. Each game just gets 
stronger. Our next game, X- 
Men Children of the Atom, is 
just unbelievable.” 

A strong, motivated R&D 
staff; top-quality, high-tech 
games; reasonable prices; a 
staff that is working as a team: 
and Frank Ballouz lending his 
experience, knowledge of the 
industry, and reputation to 
the mix. It is truly a winning 
combination. A 
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Users’ Reports 


“We really liked our first Token Tech, 
which is why we ordered our second. 
I’m calling now to order our third.” 


“The Token Tech eliminates the need to 
spend hours making up rolls of 20 and 
40 Tokens. We are saving enough 
labor cost to more than pay for it in 
less than two months.” 


“The best investment since we bought 
our fax machine. | can’t ever imagine 
doing business without either one.” 


“We have good employees... The 
Token Tech removes the temptation 
for them to become “silent partners” by 
skimming the till.” 


“It’s great! You should have come out 
with it 10 years ago.” 


“After using our Token Tech for 
Quarters, we are switching over to 
Tokens. Thanks to the dispenser, we 
got acquainted with your Token 
Systems.” 


“The Token Tech eliminates long lines at 
our cashier’s cage. Our customers like 
it, too!” 


“Our Batting Cage Tokens are valued at 
$1 each. Anyone with a high-value 
Token should be using a Token Tech.” 


“We use a larger size Token for our 
Carwash. All Tokens are sold through 
the Token Tech. It’s accurate, and 
much faster, and it keeps our people 
honest.” 


“The first two Token Techs are excellent. 
We are sending our purchase order for 
six additional units.” 


“It’s working just perfect. We love it!” 


“For a $3 Cigarette Token, it’s the only 
way to do business.” 


“We were using a system which had the 
“illusion of control”. . . The first shift 
manager counted all our Tokens. The 
third shift manager emptied all the 
cashboxes, and did a day-end count.” 


“The Token Tech has simplified our 
whole operation, and we know exactly 
where we stand every hour.” 


“We bought a similar item, made in 
Europe. It cost a lot more, but it never 
worked right, so we sent it back. Your 
Token Tech is far superior.” 















If you want to take more of these 
to the Bank every week... 


Just Push the Right Buttons. 
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Control, Accuracy, Security & Dependability. 
Non-Resettable Counter. Vended Token or Coin 

counts can be taken on a daily, hourly, 
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Changeable Display Signs. (Stock or Custom) 
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Canadian Dollar,....... 6,000 Ecuador 1 Sucre ........ 4,000 


We Ship Worldwide 
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ATE! exhibition 
manager Peter 
Rusbridge (c) is 
shown here at a re- 
cent pre-ATEl 
event. He is talking 
to Sir John Gorst 
MP (1), and BACTA 
General Secretary 
Allan Willis OBE. 
Seated are Lord 
Allen of Abbeydale 
and Antonio Ingles 
from Temas 
Recreativos. 
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NEWS FEATURE 


ATE! show brings together 
international contingent 


pF 


ATEI, the London based 
amusement machine exhibi- 
tion, has always been part of 
the UK industry. But with a con- 
stantly growing international 
audience—83 nations were rep- 
resented at the 1994 exhibi- 
tion—how strong are ATEI’s 
Claims to be regarded as The 
Show? Exhibition manager Pe- 
ter Rusbridge provides an in- 
sight to the development and 
marketing of ATEI, which cele- 
brates its 51st birthday in Janu- 
ary. 

For our readers who may not 
have visited ATEI, can you give 
an overview of the exhibition? 


One of the most striking fea- 
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tures of ATEI, certainly over the 
last three years, is the tremen- 
dous mixture of languages that 
you hear. We had visitors from 
83 different countries at the 
1994 exhibition, and it really 
makes you realize the impor- 
tance of international trade, 
particularly within the amuse- 
ment industry. 

With the increase of cross- 
border trade and the develop- 
ment of new markets, it is 
ATEI's task to provide a forum 
which will help buyers monitor 
the new products which are be- 
ing produced to suit the cultur- 
al and legal requirements of 
each country. There are still 
some people who believe that 
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ATEI is mainly about slot ma- 
chines. Although they continue 
to play an important role in the 
exhibition, there is, in fact, a 
tremendous breadth of product 
on show including the very lat- 
est in video, redemption, virtu- 
al reality, pinball, pool, simula- 
tors, kiddie rides, novelty, and 
many more sectors. 


Why do you think ATEI at- 
tracts so many international 
visitors? 

I’ve worked as an exhibition 
manager in a large number of 
different industries, and it’s 
true that ATEI’s international 
profile is unusually high. In real 
terms, approximately 25 per- 
cent of our visitors are from 
outside the UK. 

There are a number of rea- 
sons to explain it. Amusement 
industry buyers do travel all 
around the world. Also, amuse- 
ment and leisure are universal. 
But perhaps most importantly, 
visitors are prepared to make 
the journey to London because 
they know they will see things 
which are new and which will 
give their businesses a com- 
mercial advantage. While ATEI 
is a social event, it is first and 
foremost about business. We 
aim to provide a sympathetic 
and professional environment 
in which that business can take 
place. 


What measures have you 
taken to increase the interna- 
tional profile? 

Our first task is to ensure 
that our international guests, 
and that is what they are— 
guests, receive the best possi- 
ble service an exhibition can 
provide. This means that we 
help with travel arrangements 
to the UK, provide a chauffeur 
service from London Heathrow 
and London Gatwick airports, 
and a list of recommended cen- 
tral hotels where we have nego- 
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tiated discounts of up to 50 per- 
cent. Once they are at the exhi- 
bition, there is a business class 
lounge exclusively for interna- 
tional guest and, of course, a 
team of interpreters. 

Service remains at the top of 
our list of priorities, the philos- 
ophy being that if you give peo- 
ple the attention they deserve 
and that provided the product 
is right, they will return the 
next year, hopefully with their 
colleagues. In addition to con- 
centrating on our current Ccus- 
tomers, we have an active mar- 
keting campaign to keep ATEI 
in front of our audiences in 
amusement journals through- 
out the world. 


Can you explain the relation- 
ship between ATEI and BACTA, 
the British Trade Association? 


The link with BACTA has ex- 
isted throughout the history of 
the exhibition and allows us to 
provide an exhibition which is 
tailored to meet the demands 
of the industry. ATEI is truly or- 
ganized by the amusement in- 
dustry for the amusement in- 
dustry. 


How many staff work on the 
exhibition? 

The board of directors, led by 
ATF chairman Charles Henry, 
contribute massive amounts of 
time to ensure the long-term 
strategic development of the 
show. However, in terms of day- 
to-day running of the show, 
there is myself, my assistant 
Samantha Byrne, and sales 
manager Dawn Millroy. We also 
use external consultants for de- 
sign and marketing work. 

Unlike other companies who 
might be involved in anumber 
of exhibitions, we concentrate 
exclusively on ATEI. The advan- 
tages are that as a small team 
we are focused on one event 
and one event only. It means we 
are in a better position to devel- 
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op a detailed knowledge of the 
market and satisfy the de- 
mands of our customers. When 
you are a small team, cus- 
tomers—whether they be visi- 
tors or  exhibitors—value 
speaking to and dealing with 
the same people, which is a 
very positive thing in all areas 
of business. 


What do you think will be 
new at the 1995 ATEI? 


Although it’s impossible to be 
specific about new products be- 
cause exhibitors keep a close 
guard on what they will be 
showing, we do know that many 
companies delay product 
launches specifically for ATEI. 
Research we undertook in the 
lead up to the 1994 exhibition 
showed that, on average, each 
exhibitor launched eight new 
products. With over 200 ex- 
hibitors, that’s an awful lof of 
new products in one exhibition. 


Finally, what would you say 
to readers who may be unde- 
cided about making their first 
visit to ATEI? 


I would encourage them to 
attend for two reasons: first, the 
quality of exhibitors means 
they will see all of the world’s 
leading manufacturers with the 
leading products in one event; 
and second, on the basis that 
we have taken every possible 
measure to make their journey 
to London as trouble-free as 
possible and that once they ar- 
rive they will be treated as our 
valued guests. The only thing 
we cant guarantee is the 
weather, so bring an umbrella. 

The show takes place on Jan. 
24-26, at the Earls Court 1 Exhi- 
bition Hall in London. Entry 
badges, which will be free to in- 
ternational visitors, can be ob- 
tained by faxing details to ATE 
Limited at +44 71 713 0446. A 
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e A proper man, as one 
Shall see ina summer's 

day; a most lovely, 
gentieman-like man. 





IN MEMORY 


Louis Boasberg 


Louis Boasberg liked to 
quote Shakespeare. In fact, he 
used quotes from the play- 
wright in several of the articles 
he penned for Play Meter over 
the years. We don’t know exact- 
ly which quote he would have 
chosen to use on this page, but 
since Louis was a true gentle- 
man, the one above seems ap- 
propriate. 

Louis passed away on Nov. 8, 
a shock to many of his friends. 
It was a shock be- 
cause he was al- 
ways so vibrant, 
outspoken, and 
healthy! He did- 
n't eat lunch and 
his belief was 
that you could 
never get enough 


Shakespeare in 
“A Midsummer 
Night's Dream” 


walking. Howev- 
er, toward the 
end he was un- 
able to do much 





Louis and his 
beloved Babsy. 
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of it; he was sim- 
ply too weak. 
Louis Mark 
Boasberg was 
born in Memphis 
84 years ago and 
was an only child. 
While still a 
youngster, his 
parents moved 
the family to 
Canada where 
his father owned 
a race track. I’m 
not sure if he 
learned to walk 
first or figure 
handicaps, but he took a great 
liking to betting on the horses. 
He was becoming a young 
man when his family moved to 
New Orleans, where his father 
built a lavish casino that at- 
tracted performers like Louis 
Armstrong. Perhaps his par- 
ents thought he enjoyed the 
gambling atmosphere a little 
too much, because it wasn't 
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long before Louis was enrolled 
in a boarding school on the Mis- 
sissippi Gulf Coast. After grad- 
uating from high school, Louis 
attended Tulane University in 
New Orleans where his love of 
sports and the coin-op industry 
would intertwine. 

To make extra money while in 
school, he operated a few one- 
ball pinballs in locations on and 
near the campus. As a football 
player (he played in the 1931 
Rose Bowl game) he built a rep- 
utation and a following. That 
recognition was soon helping 
him secure even more locations. 
He began to add different types 
of equipment to his growing 
route. He didn’t know it then, but 
six decades later, he’d still be in 
the coin-op industry, loving 
every minute of what he did. 

And he did love it. He had an 
opinion on everything from pin- 
balls and videos to video poker 
and gambling. He enjoyed shar- 
ing his views with his lengthy list 
of industry friends. Those 
friends unanimously agree that 
they will sorely miss the letters 
he sent out on a regular basis. 

Three of Louis’ dearest 
friends visited him soon before 
he died: Si Redd, Paul Calamari, 
and Bill O’Donnell, who brought 
his son Bill Jr. With these words, 
Si recalls how generous Louis 
was: “We'd be driving and he'd 
stop the car, get out, and talk to 
some poor boys who were play- 
ing baseball, football, or other 
sport in a vacant lot. He'd talk 
awhile, then come back to the 
car and give them brand new 
mitts, baseballs, basketballs, etc. 
The back end of his car was al- 
ways full of sports equipment.” 

Si credits Louis with his suc- 
cess. He explained: “The most fi- 
nancially rewarding thing that 
ever happened to me was mov- 
ing to Nevada. Louis recom- 
mended to Bill O'Donnell that 
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Bally give Si Redd the job, saying 
it was not the thing to do but the 
ONLY thing to do. Believe it or 
not, even though Louis did not 
operate gaming equipment and 
was never associated with slot 
machines, he gave me ideas for 
new machines.” 

Ironically, the last article 
Louis penned for Play Meter was 
a tribute to Paul’s wife Edna, who 
passed away in September. Paul 
and Louis had been friends for 
decades, often enjoying some 
fight-to-the-finish discussions. 
Paul and Edna frenquently came 
to New Orleans during Mardi 
Gras. Louis often talked about 
the good times they had. 

During the war, Louis was on 
the aircraft carrier, Intrepid, 
which was hit several times by 
kamikazi attacks. Memories of 
that time in his life resurfaced 
last February when Play Meter’s 
cover featured a photo of Marty 
Bromley and his baby daughter, 
Lauran. Louis wrote: “No doubt 
the photo was taken in Honolu- 
lu, as shown by the copy of the 
Star Bulletin on the table in back 
of Marty’s chair. This was the 
first newspaper that we read af- 
ter being introduced back to civ- 
ilization when our aircraft carri- 
er, Intrepid, stopped off in 
Honolulu for repairs after being 
a victim of several kamikazes.” 

Louis met the love of his life, 
wife Barbara, while taking the 
train to New York. Barbara, who 
was from Seattle, was on an 
around-the-country adventure. 
Louis called the day he met 
“Babsy” the happiest day of his 
life. Louis and Barbara raised 
four sons, Bobby, Jack, Eddie, 
and Barry, and one daughter, 
Jane. All four sons are in the 
coin machine business. 

“Good night, good night! Part- 
ing is such sweet sorrow, that I 
shall say good night till it be mor- 
row.” We'll miss you Louis; rest in 
peace. A 
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Bill O'Donnell, here with his late wife Nikki and Louis, visited shortly before Louis 
passed away. 





Louis (I) with dear friends Si and Marilyn Redd. When Marilyn heard Louis was 
gone, she said, “The store is closed.” 





Louis (c) served on the aircraft carrier, Intrepid, during the war. Here he is with 
some buddies. 
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Left: 

Michael Gottlieb was 
crowned “Grand 
Wizard” after his 
victory in the 
tournament. 


Right: 

From left: Williams’ 
Steve Kordek, Expo's 
Mike Pacak, industry 
legend Wayne 
Neyens, and Expo 
chairman Rob Berk. 


Jim Schelberg & 
Tim Ferrante 
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PINBALL EXPO “94 
Pinball Expo: the best yet 


he press release for Pinball Expo 
‘94 was correct. Folks who were at 
Chicagoland’s Ramada O’Hare 
from November 10-13 for the event 
were treated to the best edition of 
Expo yet. There were more games, 
more people, more displays, more 
seminars—everything. The food at 
the banquet was even good! 

The weekend began with bus- 
loads of attendees getting a first 





glimpse of Donal Murphy’s Electri- 
cal Windings, Inc. plant. Murphy’s 
50,000-square-foot facility has pro- 
duced coils and transformers for 
the pinball industry since the early 
1940s. The plant is also home to 
Murphy’s electromechanical pin- 
ball collection. Among the 82 re- 
stored playable games on display, 
are classics from Genco, D. Got- 
tlieb & Co., Williams, and Bally. 
After a stop for lunch, the cara- 
van wound its way cross town to 
the home of Sega Pinball. Tradi- 
tionally one pinball company is giv- 
en the spotlight on a rotating basis 
for each Expo. This year, the choice 
of Data East was made before 
Sega’s purchase of the 10-year old 
company. But that made the visit 
even more interesting. Tour mem- 
bers viewed Sega’s Melrose Park 
production facility, including the 
main production line, as Maverick 
pinballs were completed. A second 
building, used for support services 
like cable assembly, also is home 
for Sega Pinball’s executive offices. 
Excitement mounted _ that 
evening as the exhibit hall opening 
time approached. At the magic 
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hour the hall was instantly packed 
as attendees were treated to every- 
thing pinball. There were hun- 
dreds of vintage games for sale and 
on display. The walls of two exhibit 
halls were lined with vendors offer- 
ing every imaginable pinball part, 
backglass, playfield, promotional 
flyer, score card and playfield plas- 
tic. As the featured company, Sega 
supplied 20 new Maverick games 
for the Flip Out ‘94, 
the four-day tourna- 
ment at Expo. At the 
end of the event, the 
“A” Division winner, 
Jason Werdrick, nar- 
rowly lost the final 
match to Manufac- 
turer's Division 
champ Michael Got- 
tlieb. Mike won the 
trophy, title, and 
crown of Grand Wiz- 
ard 1994. 

Sega also sent some 
of its past hits in- 
cluding custom built 
games like Michael Jordan and 
Ritchie Rich. Ritchie Rich, al- 
though built to be a prop in the 
soon to be released movie of the 
Same name, was programmed and 
set on free play. The standard pric- 
ing for this game is one play for $1 
million dollars. 

The pinGame journal booth was 
a popular place for both hobbyists 
and industry types with the ap- 
pearance of a playable, pre-pro- 
duction “whitewood” of Sega’s 
Mary Shelley’s Frankenstein. This 
marks the first time Expo or possi- 
bly any location has had a game at 
this stage of development available 
to the public. The booth included 
artwork and design drawings pro- 
vided by artist Paul Faris and de- 
signer John Borg. This was a 
unique opportunity; Gary Stern 
and Joe Kaminkow of Sega Pinball 
should be commended for their in- 
dulgence and generosity. 

Premier Technology provided a 
number of games for play includ- 
ing Rescue 911 and Freddy: A 
Nightmare On Elm Street. Design- 
ers Jon Norris and Bill Parker 
were around to answer questions 
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MAKING CHANGE 
SHOULD NOT COST 
A BUNDLE! !!! 
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~~. 14. ga, Heavy steel construction 


Coinco BA30 bill acceptor. Can 
be set to accept $1, $2, $5, $10, 
or $20's and carries a 2 year 
warranty on parts and labor. 
Also has the option of using an 
Ardac, Maka, Rowe, Mars, JCM, 
or CBV validator. 


scratch resistant graphic 
front 





High security 3 point 


Locking system Recessed saftey coin cup 


1,600 quarter / token capacity 
hopper loaded with options 
to 2,800 quarter / tokens 


Optional payout of nickels or 
dimes 
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Call for your local Distributor 





PINBALL EXPO ‘94 





Rob Berk (r) presents an award to Sega Pinball’s Joe 
Kaminkow during the banquet. 





MS | 


Designer Pat Lawlor answers questions as the rest of the 


panel looks on. 


and explain game rules. The folks 
from Williams Bally/Midway set up 
Red & Ted’s Roadshow, Corvette, 
and World Cup Soccer. A World Cup 
Soccer was the top prize in the raf- 
fle at the Saturday night banquet. 
Next door to the exhibit halla 
seemingly endless stream of semi- 
nars and Q&A sessions took place 
with names like “Game Design 
From A to Z,” featuring Williams 
designer Pat Lawlor and most of 
the Roadshow design team and 
“How Many Did They Build” by hob- 
by mavens Tim Arnold and Sam 
Harvey. Another first for Expo 
were the Fireside Chats, open to 
the public, in Expo chairman Rob 
Berk’s hotel suite. Each session 
was attended by about 30 people. 
One featured current pinball 
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tory. 


artists and another was a more- 
than-two-hour affair with industry 
veterans Steve Kordek and Wayne 
Neyens. With the exhibit hall open 
around the clock from Friday at 
5:30 p.m. to Sunday 4:00 p.m. there 
was never a lack of things to do. 

The Saturday night banquet fea- 
tured acharity auction with dona- 
tions from manufacturers and col- 
lectors alike. Sega donated a new 
Tales From The Crypt pinball 
signed by the entire design team 
and a personalized Laser Wars 
jacket with patches depicting most 
of Data East’s past games. The auc- 
tion was followed by featured 
speaker, Joe Kaminkow, who pre- 
sented the assemblage with a light- 
hearted look at Data East and 
those involved in its success. 
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Paul Faris with his artwork and whitewood of 


Sega's Pete Gustafson (r) conducts a tour through the fac- 





1 way 
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As things wrapped up on late 
Sunday afternoon, there was a 
good feeling apparent among the 
“regulars.” All of this “good” is the 
result of much hard work by many 
people, but most of the credit goes 
to Berk and exhibits chairman 
Mike Pacak. They are already 
wondering how they are going to 
top this success as Pinball Expo 
enters its second decade when 
Expo ‘95 rolls around on October 
26-29, 1995. If this is the reality of 
Expo ‘94, one wonders how exag- 
gerated the press release will be 
for next year’s event. Maybe 
things have become so good they 
only need reality. For information 
contact (800) 323-FLIP. A 
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Congressman Joe Barton (c) presents Dynamo founder Bill 
Rickett with the nation’s top exporting award, held by Vavie 
Selischopp of the U.S. Department of Commerce. 


COIN-OP NEWS 


Dynamo receives top exporting award 


Dynamo Ltd. has been 
awarded the President’s 
“E” Award for Excellence 
in Exporting, an honor 
that recognizes firms and 
organizations for their 
competitive achieve- 
ments in world markets 
and their contribution to 
the U.S. economy. 

The award announce- 
ment was made by U.S. 
Secretary of Commerce 
Ron Brown, and U.S. Con- 
gressman Joe Barton 
made the presentation. 

“Dynamo Ltd.’s record 
of increasing exports is 
tremendous,” Barton 
said. “The company is one 
American firm that is 
leading the way toward 
U.S. prosperity and a 
prime example that 
America will flourish in 
world competition.” 

Dynamo is one of a se- 
lect group of U.S. compa- 
nies to receive the award 
created in 1961 by Presi- 
dent Kennedy to recog- 
nize American exporters. 


Pool, air hockey, and 
soccer tables are the 
company’s mainstay 
products. Dynamo also 
manufactures video 
hardware systems, video 
games, and video lottery 
terminals. 

“This is a fantastic trib- 
ute to all of us at Dy- 
namo,” said Bill Rickett, 
company founder. “Our 
employees take great 
pride in their work. To be 
honored by the president 
and recognized as one of 
the nation’s most dynam- 
ic companies heightens 
the enthusiasm in all of 
us." 

Founded in 1973, Dy- 
namo is a privately-held 
company with annual 
sales in excess of $30 mil- 
lion. Since 1991, Dynamo 
has experienced double- 
digit increases each year 
in both domestic and for- 
eign sales. The company 
now exports its products 
to 35 countries world- 
wide. 





Look out for PAPA 5: Judgment Day! 


Flippermasters from 11 
European and Pacific Rim 
countries will challenge 
reigning pinball champ 
Bowen Kerins at the 5th 
Annual Professional and 
Amateur Pinball Associa- 
tion World Pinball Cham- 
pionships, set for Feb. 3-5 
at the Park Central Hotel 
in New York City. 

According to PAPA 
president Steve Epstein 
of The Broadway Arcade, 
the challenge is to “break 
the mold and outdo what 
we did at PAPA 4.” Last 
year the tournament 
brought together over 800 
competitors from 25 
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states and five countries 
and drew worldwide me- 
dia attention. For the first 
time, top American play- 
ers got a serious swipe at 
the international compe- 
tition. 

Says Epstein, “Since 
then all I’ve heard is ‘in- 
vite the rest of the world; 
bring on Germany, give 
me Japan.’ Well, here it is. 
I’ve extended invitations 
to 18 countries and ex- 
pect teams from England, 
Spain, Sweden, Denmark, 
Germany, Italy, Australia, 
Japan, and more. With 
that much foreign talent 
in the field, and the 


strongest American slate 
ever assembled, PAPA 5 
will be a war. I have no 
idea who will be left 
standing. It will be judg- 
ment day.” 

Competitive divisions 
at PAPA 5 include three 
levels of singles, doubles, 
juniors, and the rapidly 
growing women’s divi- 
sion. Although secrecy 
surrounds the choice of 
games, it’s a safe bet that 
recent hits will be pre- 
sent. 

Today’s pinball is made 
of an array of chip-driven, 
multitiered, eight-balls- 
at-a-time, video mode, 


and digitized audio fea- 
tures so advanced that,as . 
Epstein says, “It’s totally 
‘90s. This ain’t the game 
your daddy played down 
at the diner.” 

For those longing for 
the good old days, PAPA 
will introduce a competi- 
tive bank of games from 
the ‘60s and ‘70s. Also 
new this year: PAPA’s 
longtime sponsor Amtex 
Software will conduct Cy- 
ber Clash, a tournament 
on its award-winning 
computer pinball games. 


PAPA 5 
Continued on pg. 30 
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Bowen Kerins shut out the 
competition at PAPA 4. Can 
he do it again? 


Amtex has produced a 
series of challenging, 
fast-paced games utiliz- 
ing art and play features 
of classic pinball games. 
Cyber Clash will feature 
the world premiere of 
Amtex’s version of the 
1957 masterpiece, Royal 
Flush, and will carry a 
purse of $7,500 in cash 
and prizes. 

Last year’s event saw 
two virtual unknowns 
capture the title in the 
singles and women’s divi- 
sions. Leading the pack in 
A level singles is current 
champ Kerins, who faces 





Continued from pg. 29 


competition this time 
around from Jason Wen- 
drick, Hal Erickson, Bill 
Kurtz, and Dominic Nar- 
dini. Other players hop- 
ing for the crown are 
David Hegge, Fred 
Richardson, and Dave 
Stewart. 

Ellen Frankel eradicat- 
ed her more experienced 
competition in ‘94 to win 
the women’s title. Again 
she faces Joannie Perry 
and a host of other 
women contestants. 
Richie Truxillo, 13, re- 
turns to defend his Ju- 
niors title against Josh 
and Zack Sharpe. 

There will also be a 
benefit party for Broad- 
way Cares/Equity Fights 
AIDS, which brings the- 
ater and sports celebri- 
ties to the event. In the 
past Brooke Shields, Lou 
Reed, Penn Jillette, and 
Elle MacPherson have 
been among the stars to 
appear. 

Epstein concluded, 
“We’re very excited about 
working with Broadway 
Cares again. Last year’s 
turnout was spectacular, 
and show people sure 
play a mean pinball.” 
Over $15,000 was raised 
in ‘94. For more informa- 
tion on PAPA 5, contact 
Sharon Kahn or Susan 
Jacobs, (212) 647-1850. 





Keeping up with home games 


Nintendo of America 
has an exclusive contract 
with Dallas-based Para- 
digm Simulation to create a 
3-D game using Paradigm’s 
real-time software technol- 
ogy for Nintendo Ultra 64, 
the 64-bit home video game 
system being developed in 
conjunction with Silicon 
Graphics. 

Under the agreement, 
Paradigm will work with 
the creative team headed 
by Shigeru Miyamoto, who 
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created Nintendo hits Don- 
key Kong and Super Mario 
Bros. Anew game will de- 
but this year. 

Acclaim Entertainment 
has developed anew mem- 
ory chip that replaces high- 
er priced conventional 
ROM cartridge battery 
back-up systems. It will be 
incorporated in the NFL 
Quarterback Club video 
game for the Sega Genesis 
system. 


Truck stop owners band 
together over video poker 


Truck stop owners in 
Louisiana who operate 
video poker machines 
have formed their own 
association in hopes of 
offsetting negative press 
reports and lobbying for 
favorable legislation. 

“Certainly our aim is 
not to circumvent any 
laws or rules but to try to 
see that we don’t havea 
black eye in the media,” 
explained Sal Diesi, pres- 
ident of the newly formed 
Louisiana Travel Centers 
Association. “We have 
common goals and com- 
mon problems in our 
business as well as deal- 
ing with government.” 

The organization will 
help provide a unified 
front in talking to state 
police regulators, 
preparing an impact 
study, meeting with legis- 
lators, and promoting the 
business. 

Paid membership cur- 
rently totals about 25, ac- 
cording to Diesi, who 
hopes to recruit addition- 
al membership from 
more than 100 truck 
stops operating video 
poker machines in the 
state. 

Under Louisiana law, 
truck stops can have up 
to 50 video poker ma- 
chines, while restaurants 
and bars are limited to 
three. Truck stops are 
taxed at a higher level 
than the street locations. 

But with elections 
coming up this fall in 
Louisiana some candi- 
dates are already promis- 
ing that they will take 
video poker machines 
out of the state’s truck 
stops if elected. 

Those promises also 
come in the midst of con- 
troversy over the status 
of riverboat gaming, 
which has gotten off toa 
shaky start in the bayou 
state, and a nascent pro- 
ject to develop the 
world’s largest land- 
based casino in New Or- 
leans that has been held 
up by regulators for sev- 


eral years. 

Diesi, owner of Diesi’s 
Little Capitol Exxon in 
Breaux Bridge, La., says 
that while other forms of 
gaming may be 
bankrolled by out-of-state 
corporations, truck stops 
are local businesses. 

“Our money stays 
here,” he said. “Just 
about everything I earn is 
spent in the three- or 
four- parish area. We're 
not the barons some peo- 
ple portray us.” 

Diesi, himself a former 
legislator, said that any 
significant changes in the 
law this year are unlikely 
with statewide elections 
looming in the fall. 

However, members of 
the association are inter- 
ested in addressing in the 
years to come the issue of 
parity as it involves taxa- 
tion, Diesi said. 

“Most of us started out 
at the three machine lev- 
el,” he said. “We have the 
same machines and the 
same kind of business. 
We do feel like the 
stepchildren of the indus- 
try. We realize it’s anew 
industry and we think 
things will settle down. 
We just hope things will 
settle down soon.” 
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Players enjoy video poker in 
the O’Aces game room at the 
Union 76 Auto Truck Plaza in 
Slidell, La. (Photo courtesy of 
Mari Darr, Slidell Sentry 
News.) 
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COIN-OP NEWS 


H. Betti forms Fun Merchants 


H. Betti Industries Inc. 
has announced its newly 
formed division, Fun 
Merchants. The division 
will operate indepen- 
dently from the other HBI 
divisions. 

Fun Merchants, head- 
ed by vice president Jeff 
Walker and national sales 
manager Chuck Morton, 
will market and sell the 
company’s own in-house 





products, as well as 
Crompton coin pushers, 
IGS video products, and 
other amusement prod- 
ucts. 

Fun Merchants has 
contracted with Moloney 
Mfg. for production of 
Rage ‘N The Cage and fu- 
ture in-house games. The 
company’s next release is 
scheduled to be pre- 
viewed this month. 


Kaiser to debut Virtual Odyssey 


Kaiser Electro-Optics 
(KEO) of Carlsbad, Calif., 
has selected Division 
Ltd.’s VPX image-genera- 
tion technology for use in 
its new virtual reality 
entertainment system. 

The new system will be 
called Virtual Odyssey 
and will bring the latest in 
head-mounted displays 
and immersive computer 
graphics to the video 
entertainment market. 

KEO specializes in ad- 
vanced optical systems 
and has supplied visual- 
ization technology to the 
military for many years. 
The company has been 
working for the past year 
on the Virtual Odyssey 
system, which incorpo- 
rates KEO’s latest head- 





mounted display, the VIM 
1000 personal viewer, and 
Division’s VPX graphics 
system. 

Virtual Odyssey has 
been developed to offer 
immersive entertainment 
for family entertainment 
centers, as well as clubs 
and bars. The machine 
was launched with Cue 
View, KEO’s first VR 
game, at IAAPA ‘94. 

The game is a VR pool 
game, allowing the player 
to experience the action 
from the perspective of 
the cue ball. It can be op- 
erated both as a single- 
player system, andina 
network allowing two 
players to compete in the 
same virtual environ- 
ment. 


lrata joins with General Growth 


Irata Inc. and General 
Growth Management Inc. 
have announced the for- 
malization of an expand- 
ed relationship between 
the two companies. 

The agreement was an- 
nounced jointly by Robert 
Searles, president and 
CEO of Irata, and Mark 
Klockner, vice president 
of General Growth. 

General Growth, based 
in Minneapolis, Minn., is 
the country’s largest third 
party shopping mall man- 
agement firm, operating 
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78 malls in 29 states. [rata 
operates over 500 Video 
Photo booths, which pro- 
duce computerized ver- 
sions of the traditional 
self-service photo. 

Irata, which operates 
nationwide, currently 
has five Video Photo 
booths in malls managed 
by General Growth. Both 
companies expressed 
satisfaction with the re- 
sults to date, and believe 
that the expanded rela- 
tionship will benefit both 
companies. 
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Paul Virgadamo (I) and Jodi Powell of Southeast Amusement 


Coin games shine at bowling show 


& Vending with Kevin Krauss of Strike and Spare Fun Centers. 


From left: Rich Holley and Mike Holley of Southeast Game Bro- 


kers and Chris Langlo of Lane-Glo Bowling Centers. 


The Southeastern Re- 
gional Bowling Propri- 
etor’s Convention & 
Trade Show was recently 
held at the Belleview 
Mido Hotel in Clearwa- 
ter, Fla., and representa- 
tives of the coin-op world 
put in an appearance. 

Attended by southeast 
bowling center propri- 
etors and employees, 
suppliers to the industry, 
and special guests, the 
trade show focused on 
the theme “Building 
Bowling.” 

Getting into the act 
with a large display of 
amusement equipment 
at the show were South- 
east Amusement & Vend- 
ing Corp. and Southeast 
Game Brokers. 

“In today’s depressed 
economic climate, it has 
become very important 
for proprietors to maxi- 
mize revenue from every 
square foot of their facili- 
ties, as they can no longer 
depend on bowling rev- 
enue alone to survive,” 
said SAVC president and 
CEO Paul Virgadamo. 
“Amusement vending 
revenue is more than 
ever an integral part of 
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every proprietor’s bottom 
line. 

“As aresult of these in- 
creased economic needs, 
bowling center owners 
showed a greater interest 
in our programs, which 
have produced substan- 
tial revenue increases in 
all bowling centers where 
they have been imple- 
mented. This was our 
most successful bowling 
show to date.” 

Said Rich Holley, pres- 
ident of SGB, “This show 
is always a lot of fun and 
does produce results. 
Our participation every 
year is just asmall way to 
show our appreciation to 
this industry that has 
done so much for us in 
our continued growth 
and success.” 

Tampa-based SGB had 
something different in its 
booth this year to capture 
the attention of atten- 
dees: Mr. Bentley, vice 
president of new ac- 
counts. Mr. Bentley is ac- 
tually a remote-con- 
trolled robot who talked 
with potential customers 
and left them with a smile 
on their faces. 
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COIN-OP NEWS 


sit storm plays the name — with its game name 





This Laser Storm arena, Circuit Commandos, features a playfield that simulates the interior of 
a computer. 


Recognition of their in- 
creasingly popular laser 
tag game, Laser Storm, 
has prompted Space 


Sport Ltd. to change it’s 
name. The company will 
now be known as Laser 
Storm Inc. 


Space Sport was 
formed five years ago with 
the objective of develop- 
ing a revolutionary inter- 


active laser game. By 
combining exclusive high- 
tech equipment with 
unique and imaginative 
game concepts, Laser 
Storm was developed. 
Since that time, many op- 
erators have opened suc- 
cessful Laser Storm are- 
nas throughout the world. 
“The company is grow- 
ing faster than our expec- 
tations, and with that 
growth has come tremen- 
dous recognition of the 
name,” said company 
CEO Bob Cooney. “It is 
simply logical for us to 
change our corporate 
name to avoid confusion 
and to accentuate our 
commitment to Laser 
Storm and our operators.” 
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Brady Distributing reaches golden year 


Festivities are being 
formulated to officially 
mark the golden anniver- 
sary of Brady Distributing 
Co. on April 7-8. 

President and CEO Jon 
Brady remarked that it all 
started when his dad, the 
late C.B. Brady, was ap- 
pointed as a Wurlitzer 
distributor on Dec. 7, 

1944, a memorable date in 
world history as well. 

The senior Brady had 
been an operator in 
Durham, N.C., for nearly 
15 years prior to the ap- 
pointment. Brady Distrib- 
uting continued to add 
more lines and grow to its 
present day operation of 
four offices: Charlotte, 
N.C.; Memphis, Tenn.; Mia- 
mi, Fla.; and Orlando, Fla. 

An expansion is under- 
way at the Charlotte 
home office on Yorkmont 
Road, the company’s 
headquarters for the past 
12 years. According to 
Brady, 36,000 square feet 
are being added to the 
warehouse and 4,000 
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square feet each to the 
showroom and adminis- 
trative offices. Total 
square footage leaps from 
40,000 to 84,000 square 
feet. 

Congratulations to 
Brady and his staff. Look 
for more about the com- 
pany’s history and cele- 


bration this spring. 

In other Brady news, 
the company is the first 
U.S. distributor to carry 
the BWB Newark Ltd. line 
of equipment from the 
United Kingdom. The first 
available BWB machine is 
Sunset Skill Stop, a ticket 
or token payout game de- 


signed for the U.S. re- 
demption market. 

BWB’s USA sales man- 
ager Don Tunstall ex- 
plained that the game has 
tested well in many Flori- 
da family entertainment 
centers, game rooms, and 
arcades. 
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Electronic Entertainment Expo set for May 


Infotainment World 
and Knowledge Industry 
Publications are jointly 
producing the first E3 
Electronic Entertainment 
Expo, set for May 11-13 in 
Los Angeles. 

The event has been en- 
dorsed as the interactive 
entertainment industry's 
official trade show by the 
Interactive Digital Soft- 
ware Association, which 
includes such companies 
as Acclaim, Capcom, 
Crystal Dynamics, Elec- 
tronic Arts, Konami, Nin- 


tendo, Philips, Sega, 
Sony, TWI, and Viacom. 

E3 expects over 300 ex- 
hibitors to present prod- 
ucts at this electronic 
shopping extravaganza. 
Developers, publishers, 
producers, manufactur- 
ers, and distributors are 
expected to participate. 
All entertainment plat- 
forms will be represent- 
ed, including cartridge, 
CD-ROM, CD-i, 3D0, per- 
sonal computer software 
products, and interactive 
TV and cable. 
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Said Patrick Ferrell, 
president of Infotainment 
World, “With more than 
10,000 game and ‘edutain- 
ment’ titles now on the 
market, and over 150,000 
retail outlets selling elec- 
tronic entertainment soft- 
ware across more than 10 
major distribution chan- 
nels in the United States, 
the interactive electronic 
entertainment market 
now required a dedicated 
trade event that reflects 
the needs of both buyers 
and vendors.” 
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COIN-OP NEWS 


Blockbuster throws first party in Albuquerque 





Blockbuster Entertain- 
ment has opened Block 
Party, the first in a series 
of state-of-the-art indoor 
entertainment complex- 
es geared toward adults, 
in Albuquerque, N.M. 

The facility is designed 
to fill the need among 
adults 18-45 for accessi- 
ble interactive entertain- 
ment. “We designed 
Block Party to be a city 
within a city,” said Bill 
Burns, president of 
Blockbuster’s entertain- 
ment division. “Guests 
can't help but get ab- 
sorbed into the engaging 
animation, thematics, 
and special effects that 
are the essence of the 
Block Party design.” 

Block Party provides 
visitors with many enter- 
tainment options, rang- 
ing from an adult-orient- 
ed, high-tech playground 
and motion-based simu- 
lator experience to spon- 
taneous giveaways and a 
relaxed party atmos- 
phere. 

All Block Party attrac- 
tions and electronic 
games are accessed with 
a Fun Card, or electronic 
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debit card which can be 
purchased in any denom- 
ination and recharged. 
Package deals are also 
available. 

The location-based 
entertainment venue’s 
atmosphere is carefully 
orchestrated through the 
use of thematics, anima- 
tion, and special effects, 
all of which are brought 
to life by the eight unique 
areas and attractions. 

These attractions in- 
clude: Infomania, a 
street-side newsstand to 
gather vital information 
and purchase Fun Cards; 
Power Grid, the hub of ex- 
citement demanding 
physical savvy in a multi- 
level maze of shifting 
landscapes; Soup’er 
Bloopers, a quirky parody 
of a sports cafe with 
unique foodstuffs; Go Mo- 
tion Pictures, a motion- 
based simulator; Virtua 
Alley, offering a virtual 
reality adventure beyond 
the senses; The Tube, an 
offbeat oasis where 
guests can break away 
and regenerate their en- 
ergy with musical enter- 
tainment; Flippers, for the 


ultimate in high-tech 
game experience; and 
Alarm ‘N Stuff, the place 
to find the hottest bar- 
gains on the Block. 

A second Block Party 
is scheduled to open in 
Indianapolis, Ind., this 
month, with others to fol- 
low throughout the year. 


Companies providing 
feature attractions in- 
clude ITEC Productions, 
Soft Play Inc., lwerks 
Entertainment, and Vir- 
tuality Entertainment 
Inc. Also featuring games 
at Block Party are Sega, 
Williams, Namco, and 
Konami. 





CMIA meeting 





Frank Seninsky of Alpha-Omega Sales was the keynote speak- 
er at a meeting of the Coin Machine Industries Association of 
Massachusetts. His presentation covered redemption, the 
NANI project, and the video violence rating system. From left: 
Melo-Tone Vending’s Jack Kerner, CMIA president Mark Levine, 
Brad Ogren, Christian Kerner, and Seninsky. 


36 


JANUARY 1995 


THO SORE 


Siai= 


= fF 
O0lN a DS 


MG 


' —~ ; —= ~— ae 
Vata’ “ie anni 
a ~_ ih a“ . , 
| ie | a . 
=—" og Ss - 
a ‘ ; - 


—) 


A EES PS. ih tl, : | 2 ! Data East USA, Inc. 
e 2 PLAYER, INTERACTIVE GUN GAME 260 Stanley St. 
e 3 INTENSE GAME MODES FOR EXCITING HEAD-TO-HEAD COMPETITION ___ EIk Grove Village, IL. 60007 


e SHOOT HIDDEN ICONS TO UPGRADE WEAPONRY ~ - Phone: (708) 290-0070 
e INNOVATIVE NEW GUN WITH UNIQUE MAGAZINE LOADING FEATURE -_ Fax: (708) 290-0491 


i ~ 
<n ™. 
~ 





COIN-OP NEWS 


In other news 


e A new simulator at- 
traction by Dream Quest 
Images opened in the 
Mall of America in 
Bloomington, Minn., in 
December. Titled “The 
Legend River,” it follows a 
boy and two faithful 
friends on a four-and-a- 
half minute river journey 
on araft. All the special 
effects are based on mu- 
sical notes. 

e Mondial Distributing 
and the Fresh Air Pop- 
corn Co. have reached a 
tentative agreement for 
Mondial to exclusively 
distribute Fresh Air’s new 
coin-op popcorn machine 
in the United States. 

The unit comes with 
both a coin acceptor and 
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bill validator and dis- 
penses 46 ounces of hot- 
air popped popcorn in 
under two minutes. Mon- 
dial executive vice presi- 
dent Tony Yula Jr. said, 
“The industry is looking 
for something new right 
now and this is something 
that both traditional 
vending operators and 
game operators alike can 
make money with.” 

e The Drew's Eagle 
Dream Jack six-player 
blackjack game has been 
approved by Gaming 
Labs International for the 
Minnesota Indian gaming 
market. The game uses 
four decks of cards and is 
available in five-bet or 20- 
bet versions. The player 


Don't take chances! Dependable 
performance, on time delivery, and 


meet our unscheduled needs.” 
Jack Mendes, Jr. Bob’s Space Racers, Inc. 


“You certainly deserve your status as 
the leader. Keep up the good work.” 
John S. Mc Ewan, MELTEC Inc. 


“The quality of your product is excellent. 
It has traly withstood the test of time.” 
Joseph W. Sladek, SKEE BALL Inc. 


“In our business where service is the key 
. . everyone in your organization excels.” 


Gene Cramm, ShowBiz Pizza Time, Inc. 
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stations can be linked to- 
gether for an internal 
progressive jackpot or at- 
tached to an external 
progressive system. 

e Winners Entertain- 
ment reports that rev- 
enues are up after the 
first full month of operat- 
ing 400 new video lottery 
machines at the Moun- 
taineer Race Track & Re- 
sort in Chester, W.Va. The 
company expects even 
better results after imple- 
menting a comprehen- 
sive marketing and bus- 
ing program under 
development. 

e Automated Wagering 
International, a subsidiary 
of Video Lottery Technolo- 
gies, has been awarded a 
five-year contract to oper- 
ate the New Jersey on-line 
lottery system. A 


Choose the “industry standard” for ticket dispensers 


Redemption Machine 









outstanding service have made us the Ticket Dispenser 

preferred choice of manufacturers, ¢ Push button loading 
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¢ Counts and destroys 


New arrival 





Sega Pinball game designer 
Tim Seckel and his wife Kelly 
are the proud parents of a 
baby girl, Madison Paige, 
born a few months ago 
weighing 5 Ibs. 11 02. Con- 
gratulations, and welcome 
to a future coin-op game 
player. 
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Were 
backward thinkers. 


We always look backwards to upgrading 
our past models before we go ahead with 
new models. 

We try hard — very hard — not to obsolete 
our past equipment. In fact, in some ways, 
the task of designing new models is easier 
than figuring out how to upgrade past models. 








“Ernie” is just a recent upgrade example. 
When we added four new games to our 
Cougar® electronic dart machines a short time 
back, including a play-the-computer-feature 
called “Ernie,” we made it available as an 
update kit. Which meant thousands of Cougar 
dart machines already out there could have 
the same games as brand new models. 


The “Cougar IQ” will be the next upgrade 
example. 

At the ‘94 AMOA Show, we pre-announced a 
new “smart” dart machine with a color moni- 
tor, anew overhead display, a card reader, 
and on site & remote communication abilities ... 
among other things. This “Cougar |Q” model 
won't be in production until around mid-’95, 
but we want Valley operators to know what’s 
coming so they can plan. Just as important, 
we want operators to know that an update kit 
will be available to “smarten’ up” all current 
and past folding models we’ve made in the 
last 3 years. 


What we’re really saying is that — when 
you select a dart machine — you’re really 
selecting the company behind it. 

You’re selecting that company’s innovative- 
ness. Their respect for reliability. Their notion 
of field support. And, very critically, their plan 
for the equipment you’ve already bought from 
them. Now you know why ... 


We always look backwards 
before we go forward 
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Licensed operators in 
the UK who hope to affect 
changes in the country’s 
gaming laws have split 
from the mainstream 
trade association BACTA 
and formed their own or- 
ganization, Coin Slot In- 
ternational reported. 

Two of the main players 
in the formation of the Li- 
censed Gaming and Enter- 
tainment Industry Associ- 
ation (LGEIA), Norman 
Leftly and Mike McFad- 
den, say that BACTA does 
not represent the interests 
of licensed suppliers. 

One of the major is- 
sues which LGEIA hopes 


INTERNATIONAL SCENE 


Breakaway trade group formed in UK 


to address is a provision 
in the UK’s 1968 Gaming 
Act which requires that 
operators receive a static 
rental fee from gaming 
devices such as AWPs 
(amusement with prize 
machines) and even pin- 
ball games. 

Most AWPs are located 
in pubs controlled by the 
UK’s major breweries, for 
all practical purposes 
leaving operators at the 
mercy of the brewer's 
monopoly to determine 
their rental fees. 

“We will begin by lob- 
bying for revisions to the 
act to enable suppliers to 


obtain an income from 
machines proportionate 
to their use, which should 
apply to slot machines, 
pinball, and other forms 
of entertainment by gam- 
ing,” said Leftly, formerly 
of Jaleco. 

“With the cost of equip- 
ment it is simply not fea- 
sible to be faced with a 
static rent,” said McFad- 
den of VPA. “All we’re 
talking about is basic eco- 
nomic facts of life. The 
old scam implicating 
profit sharing with the 
criminal element was a 
lie.” 

The group also intends 


to push for legislation 
banning machines that 
can potentially be used 
for illegal gambling. 

BACTA officials, who 
have been striving to 
maintain unity within the 
organization, expressed 
disappointment at opera- 
tors’ perception that 
their interests had not or 
would not be represent- 
ed. 

While both organiza- 
tions desire some of the 
same revisions in the 
gaming law, revenue 
sharing is not an item on 
BACTA’s agenda, accord- 
ing to Coin Slot. 





Rowe/AMi visits with Puerto Rican distributors 





Rowe's Joel Friedman joined Carlos Rivera of Funny & Fun at 


the grand opening of the Puerto Rican company's distribu- 


tion center. 


Joel Friedman, execu- 
tive vice president of 
Rowe International, along 
with Rowe’s Phil Cole 
spent several days during 
the fall visiting with the 
company’s distributors 
and music vendors in 
Puerto Rico. 

Open houses and 
training sessions were 
held at Funny & Fun, 
James Industries, and 
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Mondial International. 
Operator attendance was 
very heavy at all three 
functions, and Cole’s edu- 
cational seminars drew 
well over 100 operators 
from every region in 
Puerto Rico. 

Friedman joined Car- 
los Rivera of Funny & Fun 
in cutting the ribbon at 
the grand opening of that 
company’s distribution 





operation. He also attend- 
ed the grand opening of 
Mondial’s new facility. 
After visiting a number 
of locations, Friedman 
said that Puerto Rican op- 
erators “have warmly em- 


braced the Rowe/AMi 
jukebox line. Our juke- 
boxes are all over the is- 
land in every type of loca- 
tion, and operators are 
delighted with the cash 
box results.” 





Skee-Ball to supply 
games to Port Aventura 


Skee-Ball Inc. has been 
contracted to supply a 
full-scale American-style 
midway game program to 
Port Aventura, a major 
theme park under con- 
struction in Salou, Spain. 
The park is scheduled to 
open this Spring. 

Jeff Hudson, Skee- 
Ball’s European opera- 
tions manager, worked 
with park officials in de- 
signing the games area 
and selecting the type of 
games to be featured. 

Games at the park will 
include: Basketball, Milk 
Can, Cat Rack, Frog Bog, 
Water Race, and the new 
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Skee-Ball Lightning. Ad- 
ditionally, Skee-Ball will 
provide a cash control 
and management system 
and installation services. 

Skee-Ball was selected 
to supply the games be- 
cause of its manufactur- 
ing expertise and exten- 
sive experience in 
introducing American- 
style midway games to 
Europe. The company has 
successfully completed 
midway projects for the 
UK’s Thorpe Park, Black- 
pool Pleasure Beach, 
Chessington World of Ad- 
ventures, and Germany’s 
Holiday Park. 
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NSM reaches new heights 


A United Way fund- 
raiser in Toronto 
achieved a new high re- 
cently when two fitness 
enthusiasts hauled a 282- 
pound NSM jukebox up 
the steps of the world’s 
largest free-standing 
structure. 

Ray Dilling and Jim 


NSM America’s field service 
trainer Keith White was re- 
cently in Montreal to con- 
duct a school for the compa- 
ny’s distributor, Laniel 
Automatic. 








Dean took less than three 
hours to get the jukebox 
up the 1,760 steps of the 
CN Tower as a preamble 
to the charity’s two-day 
16th annual stair climb. 

Thousands of climbers, 
unburdened by jukebox- 
es, participate in the 
event, which has raised 
more than $1 million 
since its inception. 

The jukebox was do- 
nated to the United Way 
by Gilchrist Vending in 
Toronto, and provided 
high-quality audio enter- 
tainment for the party 
that followed the charity 
event. 

NSM also recently put 
in an appearance in Mon- 
treal when Keith White, 
NSM America’s field ser- 
vice trainer, ran a school 
for the company’s Mon- 
treal distributor, Laniel 
Automatic. 

The school was a big 
success, and White praised 
Laniel’s hospitality. 


Acclaim Japan appoints 
Koshikawa general manager 


Kiyo Koshikawa has 
been appointed general 
manager of Acclaim 


Japan Ltd., a subsidiary of 


Acclaim Entertainment 
Inc. In his new role, 
Koshikawa will be re- 
sponsible for overseeing 
operations, including 
marketing, sales, and dis- 
tribution. 

Koshikawa will report 
directly to Robert 
Holmes, president of Ac- 
claim Entertainment. 

“Kiyo brings vital mer- 
chandising, operational, 
and management exper- 
tise to this important new 
position,” Holmes said. 
“We re confident his ex- 
tensive, high-caliber ex- 
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perience will enhance 
Acclaim’s overall perfor- 
mance in Japan.” 

Acclaim Entertain- 
ment is a worldwide 
entertainment publisher 
of software and peripher- 
als for Nintendo and Sega 
hardware systems, per- 
sonal computer and CC- 
ROM software, coin-op- 
erated arcade games, 
proprietary motion cap- 
ture systems and comic 
books under the Valiant 
imprint. 

The company also op- 
erates ADI, a global sales 
and distribution company 
for products from a vari- 
ety of entertainment pub- 
lishers. 
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Mondial appoints Arte Son 
exclusive Gottlieb rep 


a a 
_- . eo 4 





Premier/Gottlieb’s L.J. Greene tries her hand at one of the pin- 
ball machines at Mondial’s grand opening while Taito’s Carlos 
LaGuardia looks on. 





Mondial International 
Corp. announced that it 
has granted exclusive 
distribution rights for 
Brazil to the Sao Paolo- 
based firm Art Son Ltda. 

The decision was an- 
nounced after several 
weeks of negotiation that 
followed the SALEX show 
in Sao Paolo. Over the 
past several years, Got- 
tlieb has been re-estab- 
lishing its reputation for 
high-quality and high- 
earning pinballs all over 
the South American con- 
tinent. 

With the introduction 
of Freddy: A Nightmare 
on Elm Street, Mondial’s 
export manager Fernan- 
do Galeb said he felt that 
the Brazilian market 
would be best served by 
Arte Son, which has a 
strong parts and service 
department and the fi- 
nancial resources to be- 
come an exclusive dis- 
tributor. 

“We have seen a big in- 
crease in demand from 
Brazil, especially from 
the fun center and arcade 
market, which has been 
expanding recently,” 


Galeb said. “The market 
has now matured to a 
point that it will be best 
served by an exclusive 
distributor who can stock 
parts and give good ser- 
vice to support games.” 

In other Mondial news, 
the company’s new 
branch office in Hato Rey, 
Puerto Rico, was the host 
site of one of the island’s 
biggest parties. 

Over 150 local opera- 
tors attended the party to 
christen the new office, 
and they enjoyed a lavish 
buffet and open bar while 
discussing the latest in 
coin-op equipment with 
Galeb and branch man- 
ager Ivonne Rivera. The 
party lasted until well 
past midnight! 

“The Puerto Rican 
market has always been 
good for us, which is why 
we decided to open an of- 
fice here to support our 
customers even more,” 
said Mondial executive 
vice president Richard 
Sarkisian, who flew in to 
cut the ribbon. “I expect- 
ed a great turnout, but 
this crowd is bigger than 
we hoped.” A 
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Mike Jablonski 





Antique Apparatus/ 
Rock-Ola president 
Glenn Streeter an- 
nounces the addition of 
Mike Jablonski to the 
post of director of techni- 
cal services at the compa- 
ny’s new 10,000-square- 
foot Rosemont, I11., 
facility. 

Jablonski’s responsi- 


AA/Rock-Ola 


bilities will include tech- 
nical support, training 
schools, and engineering 
support. He was a long- 
time technical staff mem- 
ber at NSM-America, but 
departed last September 
to work with his brother 
in the Chicago area. 

Said Streeter, “I knew 
Mike was too young to re- 
tire from this industry. He 
will be training in Rose- 
mont and Torrance (Cali- 
fornia) to get familiar 
with our product lines 
and how they function.” 

Added Jablonski, 
“Rock-Ola has an excit- 
ing future with its Ameri- 
can-made jukeboxes with 
the features that jukebox 
operators demand. I’m 
looking forward to being 
on the team and helping 
Rock-Ola return to 
prominence in the indus- 
try.” Jablonski can be 
reached at (708) 928-2121; 
FAX (201) 928-2128. 





Skee-Ball promotes 
Moultrie to new post 


Skee-Ball Inc. recog- 
nizes the significant con- 
tribution of sales manag- 
er Reggie Moultrie and 
has promoted him to the 
position of vice president 
of sales. 

Moultrie has been with 
the company for two 
years. He previously 
headed the sales team at 
Vari-Tech International 
from 1989 to 1992, when 
Skee-Ball purchased the 
company. 

Before his tenure at 
Vari-Tech, Moultrie was a 
13-year member of the 
Six Flags organization, 
where he functioned in 
key management posts in 
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the games and attractions 
department of Six Flags 
Great Adventure. 

His new duties will in- 
clude overseeing sales 
operations for both the 
Chalfont, Pa., Skee-Ball 
office and the National 
Sports Games division of- 
fice in Phoenix, Ariz., for 
domestic distribution and 
national accounts, plus 
international accounts in 
Mexico, Canada, South 
America, and the Middle 
East. 

Moultrie’s experience 
and talents will continue 
to play a key role in the 
company’s future expan- 
sion. 


WHO'S NEWS 


Valley appoints Allen 


Valley Recreation 
Products president Dick 
Shelton announces the 
appointment of Bruce 
Allen as the vice presi- 
dent of manufacturing 
and engineering at the 
company’s Bay City, 
Mich., headquarters. 

Allen assumes total re- 
sponsibility for the manu- 
facturing and engineer- 
ing operations at all three 
Valley facilities, including 
the electronic products 
division in Sycamore, IIl., 
the specialty wood prod- 
ucts division at 
Shakopee, Minn., as well 
as the Bay City operation. 

Allen joined Valley in 
1981 in the engineering 


and model shop. He later 
became director of engi- 
neering in 1984, then 
manager of manufactur- 
ing operations in 1989, 
and plant manager in 
1992. 

“Valley’s reputation for 
consistent quality and re- 
liability is a direct result 
of the dedication of our 
people,” said Shelton. 
“And nobody exemplifies 
this more than Bruce. For 
almost 15 years he has 
been a vital part of our 
growth and success, re- 
peatedly demonstrating 
the vision and leadership 
so necessary in building 
and maintaining our high 
product image.” 





Ohata joins TWI 


Time Warner Interac- 
tive, formerly Atari 
Games Corp., has anew 
director of international 
business, Tokyo native 
Masao Ohata. 

Ohata will oversee the 
sales, marketing, and lo- 
calization of Timer Warn- 
er Interactive products in 
the Far East and South 
America. In addition, he 
is responsible for the de- 
velopment of new busi- 
ness and partnerships in 
those regions, and for 
bringing new internation- 
al business opportunities 
to TWI in the United 
States. 

According to Bob 
Sheffield, vice president 
of new business develop- 
ment for TWI, “We are 
very excited to have 
Masao on board. His ex- 
pertise in both the arcade 
and consumer game in- 
dustries, and his knowl- 
edge of Japanese lan- 
guage and business, will 
allow us to aggressively 
expand our business in 
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new international arenas, 
particularly in Japan and 
the Far East where we 
want to reestablish TWI 
as a world leader in video 
game entertainment.” 
Ohata was most re- 
cently vice president of 
Jaleco USA Inc., where he 
managed the company’s 
consumer and interna- 
tional sales divisions, the 
coin-op video game man- 
ufacturing division, re- 
search and development, 
licensing, and operations. 





Masao Ohata 
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WHO'S NEWS 


Blankenbeckler 
plans new company 


iS 


Ed Blankenbeckler 


Forty-five-year indus- 
try veteran Ed Blanken- 
beckler has departed 
Seeburg International 
Inc., where he was vice 
president of marketing 





and sales and spent most 
of his coin-op career. 

We caught up with Ed 
at his home near San An- 
tonio, Texas, and found 
out he was not consider- 
ing well-deserved retire- 
ment. Instead he will 
start anew jukebox com- 
pany. Blankenbeckler 
was busily compiling in- 
dustry statistics that will 
be important for his new 
project. He quipped, “You 
could say I was vaccinat- 
ed by the stylus that gen- 
erates this music indus- 
try. 

Industry associates 
can reach him at (210) 
620-1617; FAX (210) 608- 
1418. 





VLT names three 


Video Lottery Tech- 
nologies announces three 
senior management ap- 
pointments: 

Mark Cushing has 
been named president of 
Automated Wagering In- 
ternational Inc., the com- 
pany’s lottery division. 
Cushing moves up from 
the post of senior vice 
president; he joined the 
staff in 1989. 

Michael Eide takes on 
the position of president 
of Video Lottery Consul- 
tants Inc., the company’s 
gaming machine and sys- 
tems division. Eide, who 
has been a part of VLT 
and its predecessor com- 
pany since 1989, was for- 
merly senior vice presi- 
dent and chief financial 
officer. 

Richard Haddrill will 
replace Eide, assuming 
the post of executive vice 
president of operations 
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and chief financial officer. 
Haddrill previously held 
an executive post witha 
provider of application 
development software 
and services. 


Si Redd honored 





Gaming icon Si Redd was re- 
cently named “Civic Leader 
of the Year” by the National 
Kidney Foundation of Neva- 
da. Redd was honored at the 
Foundation’s Annual Masked 
Ball and Dinner at the Star- 
dust Hotel and Casino. 


Dinnebell 
moves to 
Classic 


Dan Dinnebeil has 
joined Classic Inc. as 
president of sales. Din- 
nebeil spent the last 10 
years with Grayhound 
Electronics, where his 
sales skills were applied 
to the marketing of 
cranes, video card games, 
countertops, basketball 
games, debit card dis- 
pensers, and other prod- 
ucts. 

This experience will 
stand him in good stead 
at Classic, which manu- 
facturers redemption and 
sports equipment, as well 
as an extensive line of 
prize merchandise. 


APA titleholder 





Bat | 


Ron Park of Charlotte, N.C., 
captured the title of U.S. am- 
ateur champion at the Amer- 
ican Poolplayers Association 
annual championship, held 
in Cleveland, Ohio. Joseph 
Rossman of Ladson, S.C., was 
the runner-up. 








Condolences 


We offer our heartfelt 
sympathy to the families 
and friends of several in- 
dustry members who 
have lost loved ones over 
the last few months. 

NEW YORK: Tommy 
Greco of Greco Bros. 
Amusement Co. in Glas- 
co, N.Y., will be sadly 
missed. He was instru- 
mental in the start-up of 
the New York State Coin 
Machine Association and 
served as its first presi- 
dent in 1958. 

Millie McCarthy of 
Catskill Amusements in 
Hurleyville characterized 
Greco as “a stalwart de- 
fender of the industry who 
helped lay the ground- 
work for today’s opera- 
tors.” McCarthy and Gre- 
co belonged to the New 
York State Operators 
Guild, which became the 
NYSCMA. 

Greco died on Nov. 3. 
His brothers Frank, Joe, 
and Jack, and nephew 
Tom continue in the busi- 
ness, both the operating 
company in Glasco and 
the distributing company 
in Albany. 

CALIFORNIA: Dan 
Cravens, brother of Bull- 
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dog Amusements Bill 
Cravens, died of a heart 
attack on Nov. 22. He was 
the parts manager for 
Century Vending in Gar- 
dena, Calif. He is survived 
by five sons. 

LOUISIANA: Lois 
Cheramie, wife of New 
Orleans area operator 
Norris Cheramie, recent- 
ly passed away. Mr. and 
Mrs. Cheramie had been 
married for 38 years. Nor- 
ris, of Rand/Collins 
Amusements, entered the 
coin machine business 
when he purchased 
Collins Amusements in 
1980. The couple have 
four children: Teddy, 
Becky, Tracy, and Tommy, 
and seven grandchildren. 

OHIO: Bill Abbott, for- 
mer employee of ABC 
Music & Games in Dayton, 
Ohio, and a member of 
the Ohio Coin Machine 
Association, died on Nov. 
16. 

Debbie Grotjan, daugh- 
ter-in-law of Jerry Grotjan 
of Atlas Distributing in 
Cincinnati, Ohio, died un- 
expectedly on Oct. 21. She 
is survived by her hus- 
band Jeffrey, daughter Al- 
ison, and son Scott. A 
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The state of the 
music industry 


hen CD jukeboxes were intro- 
duced to the market, they were 
not accepted readily by every- 
one. Many experts predicted 
that it would take at least five 
years for the transition to be 
complete. It’s been eight years 
since the first CD jukebox was 
introduced, yet there are still 
some clinging to their 45 juke- 
boxes. However, even those 

holding out are 

realizing the 


First of all, the transition inevitability of 
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from 45s toCDs isnot making — the 


change. But 


over; every day more what’s on the 
locations convert. 99 horizon? More 


changes in the 

music indus- 
try? No one can be sure, but we 
asked the major manufactur- 
ers their educated opinions on 
where they see the jukebox in- 
dustry today and in the future. 





John Margold 


NSM 

First of all, the transition 
from 45s to CDs is not over; 
every day more locations con- 
vert. Yes, the “feeding frenzy” 
has passed because the obvious 
and easy conversions were 
made early in the CD years. 

However, it is proven time 
and time again that a mediocre 
45 location can be a decent 
earning CD location. The 
greater selection of music and 
the higher quality sound can 
turn a $40 per week location 
into a $120 per week one. 

The top music locations have 
had CDs for at least three 
years, many much longer. 
Therefore, as these locations 
get new equipment, good used 
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CD jukeboxes can be moved 
down to the locations that still 
have 45 boxes. In this way, one 
new purchase can please two 
locations. 

Another reason why I believe 
that CD jukebox sales haven't 
yet been completed is the NSM 
wall jukebox. This is a unique 
product that allows operators 
to find new sources of revenue 
because it is perfect for loca- 
tions that previously were 
thought to be too small or too 
crowded for a jukebox. NSM’s 
compact changer enabled us to 
design a jukebox that can fit on 
a wall with no need of a hide- 
away. Firebird, Performer Wall, 
and our other wall models are 
examples of the capable engi- 
neering that has come from 
NSM. More examples will fol- 
low soon. 

Last year was especially diffi- 
cult for street operators. The 
video game business has been 
unexciting with little offered for 
street operators and pinball 
has been spotty. Although juke- 
boxes may not be a total salva- 
tion, without question, the op- 
erator with a healthy route of 
music and pool will have a 
much better chance of weath- 
ering the storm. As a matter of 
fact, right now is the best time 
for asmart operator to empha- 
size these street location ba- 
SICS. 

Significant changes in the 
jukebox business are coming 
soon. The jukebox as we know 
it will change, but the concept 
of play-for-pay musical enter- 
tainment will continue. The op- 
erators with the best routes will 
win in the long run. By best 
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The Solid Gold was designed with every- 


thing an operator needs in a jukebox. 
Every income-enhancing feature possible. 


Almost infallible reliability. And an 
unprecedented life expectancy. 


That was the easy part ... designing a 



















jukebox that has what operators need. 
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routes, | mean two things: obvi- 
ously top earning locations 
come to mind first. But just as 
important is the relationships 
built between operator and lo- 
cation owner. Some stiff com- 
petition may be just down the 
road, and the operator with 
strong relationships with their 
locations will understand why 
these ties are so important. 

Technology systems, like that 
being established by NANI, may 
allow companies not currently 
in the coin-op world to become 
the operator’s new competi- 
tors. Good customer relation- 
ships and well written con- 
tracts will be vital in helping 
existing operators keep their 
locations. 

Now that music can be stored 
optically and magnetically, it has 
become part of the information 
superhighway. These storage 
systems break the information 
down into a series of zeros and 
ones (111001000100110, etc.). In 
the future, these zeros and ones 
may be transmitted in any num- 
ber of ways. Operators may end 
up setting up mini radio stations 
to handle their music locations. 
Or perhaps it will be data trans- 
mission over fiber optics. 

The engineers at NSM in 
Germany are working on the 
development of the most effi- 
cient systems and procedures. 
When the next wave of technol- 
ogy gets to the coin machine in- 
dustry it will be in the jukebox 
operators best interest to have 
a solid music route. The basic 
cost to set up a digital system 
will be the same (or at least 
close to the same) whether you 
have six, 60, or 600 locations. 

At first blush you may reason 
that with radical technology 
changes coming, it is best to 
stop purchasing current tech- 
nology CD jukeboxes. On the 
contrary! Get your route up-to- 
date quickly. The operator with 
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the most good locations will be 
in the best position to take ad- 
vantage of any situation that 
comes along. 

The type of jukebox you buy 
is important. With changes 
coming, you want (actually you 
need) flexibility. Years ago the 
home stereo business was pri- 
marily large wooden consoles. 
Today everything is modular. 
This allows the audiophile flex- 
ibility. He can can upgrade his 
tape player, add a tuner, etc. 
NSM’s jukeboxes are designed 
in a Similar fashion as a series 
of components. Since we built 
our jukebox to be a part of the 
digital age (rather than upgrad- 
ing our 45 rpm technology), 
everything is modular and in- 
dependent. An operator will 
have an easier time upgrading 
his NSM jukebox when the fu- 
ture technology demands it. 

On a similar note, an astute 
operator should look very 
closely at the company behind 
his jukebox. Unlike a video 
game that has a short life, a 
jukebox should continue to 
earn for many years. An opera- 
tor will want to ally himself with 
a financially sound company, 
one with the resources and 
strengths to invest in the R&D 
needed to cope with the tech- 
nology of the future. 





Joel Friedman 


Rowe 

The CD jukebox continues to 
experience strong worldwide 
growth. I believe that presently 
in the United States the CD 
jukebox comprises 30 percent 
of the marketplace and is grow- 
ing. The percentage worldwide 
is somewhat less, but recently 
we have been seeing new mar- 
kets switching to CDs as in- 
ternational operators recog- 
nize the profits to be made. 

In England where CD juke- 
boxes were accepted earlier, 50 


50 


percent of the market is now 
CD and the numbers are climb- 
ing. On an overall worldwide 
basis, CD jukebox sales will 
continue to grow rapidly as 
CDs become more popular. The 
recording industry is enjoying a 
worldwide upsurge in the sale 
of CDs which creates location 
demand for the quality sound 
that emanates from a CD juke- 
box. 

We have had many discus- 
sions with recording industry 
experts concerning the future 
of CDs. We were told that 
record companies foresee 
many years of booming CD 
sales. While the 45 vinyl record 
is being phased out, CD sup- 
port gets stronger. Both record 
companies and consumer 
hardware manufacturers con- 
tinue to predict growing sales 
for many years to come. 

Operators are beginning to 
move older CD jukeboxes into 
type B and C locations. The CD 
jukebox continues to prove it- 
self to be a steady and reliable 
money earner. Operators uni- 
versally agree that CD jukebox- 
es earn far more than the old 
vinyl jukeboxes. They concur 
that CDs are one of the best in- 
vestments they can make for 
several reasons: they've been 
able to increase their price per 
play, obtain better financial 
arrangements, and increase 
their return on investment 
overall. We are beginning to see 
two plays for $1, which we be- 
lieve will be the next operator 
innovation. 

In today’s expensive environ- 
ment of doing business, opera- 
tors must carefully monitor 
their return on investment and 
be compensated for their hard 
work, the services they provide, 
and the equipment they supply. 
Operators are recognizing that 
they supply intrinsic value to 
their locations and are more 
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confident in requesting ade- 
quate compensation. 

_ During my extensive travels, 
I’ve had operators express to 
me how important jukebox rev- 
enue is to their overall 
business and that they 
will continue to up- 
grade their routes to 
CD. Operators all over 
are finding new oppor- 
tunities and new loca- 
tions because the CD 
jukebox is a sound sys- 
tem, an entertainment 
center par excellence. Loca- 
tions are proud to have this 
“upgrade” in their establish- 
ments. CD jukeboxes are excit- 
ing entertainment devices in 
traditional locations as well as 
in new upscale restaurants, ho- 
tels, and lounges. 

In 1994, Rowe/AMi celebrat- 
ed its 85th anniversary in the 
music business. In 1909, the Au- 
tomatic Musical Instrument 
Company of Grand Rapids, 
Mich., was founded to manufac- 
ture automatic electric pianos 
equipped with a selector device 
that invited patrons to choose 
their favorite tunes. This inno- 
vation met with instant public 
acceptance and typifies the 
imagination and forward- 
thinking that has characterized 
Rowe/AMi over the years. 

Since 1927 AMi has been con- 
tinually manufacturing juke- 
boxes in its Grand Rapids facto- 
ry. Many operators around the 
world consider the Rowe/AMi 
jukebox the standard of the in- 
dustry. With 85 years of experi- 
ence, we continue to be youth- 
ful in our thinking and 
progressive in our manage- 
ment style with careful and ag- 
gressive future planning. 

The future belongs to those 
who have a deep understand- 
ing of the past and are smart 
and strategic in present and fu- 
ture visions of the industry. 
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Manufacturers, distributors, 
and operators must maximize 
the present and seek new op- 
portunities for the future to be 
successful. 


ee Considering that the CD in- 

troduction to our trade was 

in 1986, the percentage of CD 
to 45 units really should be 
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When Rowe/AMi introduced 
its first LaserStar CD100 in 
1988, we were careful in our 
planning as we continue to be. 
Our R&D group designed an 
entertainment system with the 
cashbox in mind for today and 
tomorrow. 

Our worldwide team of dis- 
tributors and factory support 
personnel listen to operators’ 
requests because there is no 
better way to serve operators 
than to interact with them in 
their marketplace. Together we 
understand that what is 
planned today may have a pro- 
found effect on tomorrow. 

Rowe/AMi’s extensive engi- 
neering, manufacturing, and 
technical staffs have proven 
their willingness to look beyond 
today. We have used the most 
powerful and innovative de- 
signs and technology available. 
Operators need reliable player- 
friendly designs to maximize 
the cashbox and their long- 
range financial stability. Oper- 
ators know they can depend on 
Rowe/AMi. Thank you. We are 
proud of the nine awards given 
to us by American jukebox op- 
erators for the “Most played” 
and “The Best” jukebox. We will 
continue working very hard to 
earn operators’ trust and confi- 
dence. 

At the upcoming ACME show 
in Reno in March, we will be in- 
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troducing our new wall mount- 
ed jukebox, the LaserStar Ea- 
gle. We have spent two years 
designing this jukebox, careful- 
ly listening to operators’ re- 
quests. This is truly a 
wall hung jukebox de- 
signed by operators. 
We believe it will open 
up many new opportu- 
nities for operators. 

Rowe/AM i is totally 
committed to the fu- 
ture of the jukebox 
business. Constantly 
looking toward the future, our 
engineering staff recently re- 
leased an add-on Karaoke kit 
which is an application of CDG 
for use on most of the past mod- 
els of the Rowe LaserStar juke- 
boxes. We are constantly moni- 
toring developments and 
opportunities within the music 
industry aS we recognize our 
responsibility to the music op- 
erator’s future. 

Ongoing success for the 
jukebox industry means more 
than selling products and ser- 
vices. In a competitive world, 
the perceived differences be- 
tween products and services of- 
ten can relate to the values and 
impressions invoked by a com- 
pany’s name and reputation. 
Operators understand that 
they must give their locations 
the best equipment and service 
to maintain strong cashboxes. 

Rowe/AMi, its worldwide 
distributor team, and its opera- 
tors are inseparable. Together 
we will continue to find oppor- 
tunities that others may not 
see. We'll see that the jukebox 
industry remains strong and 
profitable, and we'll face a 
changing world with exciting 
new opportunities. 





David Loethen 


Digital Disc America 
Being personally involved in 
the amusement business since 
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Players will scurry to find the keys and unlock the riches held in the 
treasure chest of Pirate's Gold™ Players use their skills to try and 
guide their coins through pins into target holes on this fast paced 

coin-drop game. Players win tickets for each target they hit 

and if they hit all 6 targets they win the jackpot. 


PLAY TILL YOU WIN! 


§ Pirates Gold features a unique play till you 
92-4 win style which insures that every player is 
ee ae eee winner. |f the player's coin does not go 

poe into one of the targets, or the 
Mm) treasure chest, 
=a) the coin will be / 
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the player to 
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again. 
Treasure chest jackpot > 
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Super Bank-lt II", Wild Thing™ and Flintstones* © Progressive bonus jackpots @ Made with pride in the U.S.A. 
Experience the difference! © UL listed 
Call Lazer-Tron today for the 
distributor nearest you. ann LAZER-TROM 
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© 1994 Hanna-Barbera Productions, Inc. Phone: (51 0) 460-0873 
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the early ‘70s, I have experi- 
enced three major changes: 
from electromechanical games 
to solid-state in the ‘70s; from 
video games to redemption 
games in the ‘80s; and 
from vinyl record juke- 
boxes to CD jukeboxes 
in the ‘90s. 

With the change 
from electromechani- 
cal to solid state and 
when redemption 
games began to up- 
stage video games, I 
sympathized with the opera- 
tors. They were forced to dra- 
matically modify their routine 
ways of doing business with 
coin-operated equipment, 
while at the same time keeping 
their locations happy. However, 
for the most part through those 
changes the basics, including 
jukeboxes, remained relatively 
stable. 

Then in the early ‘90s came 
major surgery on the jukebox, 
the backbone of their business. 
We at Digital Disc saw many 
doubts in operators’ minds. 
Many were unwilling to accept 
as fact that the vinyl jukebox 
would be phased out. We gave 
these hesitant operators a way 
to get their feet wet by intro- 
ducing our proven quality 100 
CDs jukebox mechanism as an 
affordable conversion kit for 
vinyl jukeboxes. 

This helped operators finan- 
cially, while allowing them to 
gradually merge into the CD 
world. However, no matter 
which vinyl jukebox is convert- 
ed, there are limits on the num- 
ber of CDs that can be dis- 
played. Although our 
conversion kits were a major 
breakthrough for many opera- 
tors, we wanted to offer some- 
thing for those locations that 
still demand a new cabinet that 
displays all 100 CDs. 

For those demanding loca- 
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tions, we are making two styles 
of jukeboxes, the Panther and 
the 1812. Both are equipped 
with the same Digital Disc CD 
mechanism offered in our con- 


ee The recording industry is 
enjoying a worldwide up- 
surge in the sale of CDs which 
creates location demand. %® 


version kits, 100 selection flip- 
ping title pager, coin acceptor, 
and a 200-watt amplifier. They 
are capable of linking up to 
three additional amps bringing 
up to 800 watts of power. 

Digital Disc is constantly sur- 
veying today’s jukebox loca- 
tions. In visiting locations we 
have asked ourselves this ques- 
tion: How is an operator going 
to get a fair return on their in- 
vestment when a CD jukebox is 
not being played or is turned all 
the way down? 

We've seen a location’s em- 
ployees and customers listen- 
ing and watching soap operas 
on TV, playing music cable or 
satellite systems, or leasing a 
Karaoke system on a regular 
basis. 

If the location wants a 
Karaoke, we'll give it to them. 
Digital Disc has brought a new 
concept to the operators: 
Karaoke plus personalized ad- 
vertising. Not only will the op- 
erator increase their jukebox 
revenue, but most important, 
they ll have a little control of 
that location’s television set. 
Yes, we do offer a portable 
monitor stand on wheels with 
holders for two microphones 
and a drink holder, but we en- 
courage operators to also hook 
up the locations’ TV as well. 

Studies have shown that 
Karaoke bars do bring in new 
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patrons and create a warmer 
atmosphere. We have made our 
own studies and found that lo- 
cations have been keeping 
their TVs hooked up to the 
jukebox at all times, es- 
pecially now that they 
are receiving addition- 
al revenues from non- 
audio advertising com- 
panies. 

There are so many 
surprises in the music 
industry that it is diffi- 
cultto predict what 
will happen next. For exam- 
ple, I heard on the news today 
that they are going to start pro- 
moting 45 records again! So 
what's coming up next from 
Digital Disc? See us at this 
year’s ACME show in Reno! 


Joe Pankus 


Wurlitzer 

We wonder if someone some- 
where is quietly turning, bend- 
ing, revising, and refining a cer- 
tain technology or innovation. 
that will affect our business. Who 
is going to next challenge the sta- 
tus quo of the music and jukebox 
industry? Trivia experts often re- 
mind us that the most significant 
advances in a certain industry 
are often created by people or 
firms in other industries. In sim- 
ple terms, we are influenced by 
another industry’s innovations 
and pressures. We react to new 
technology and reconfigure it for 
our own needs. Consider the fol- 
lowing end-user scenario as an 
example of what technology, in a 
refined manner, can accomplish: 

Brian rolls out of bed on 
beautiful, sunny Saturday 
morning. The temperature is in 
the low 80s and there’s a slight 
breeze. “Think I'll play golf,” he 
mutters over coffee and a 
bagel. He phones Clyde and 
makes a golf date. 

“How about we play a round 
at Pebble Beach,” Brian en- 
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FUN WITH NATIONAL TICKETS! 
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tickets are available for immediate shipping. We can also 
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copy. You’ll always win with National tickets! 


The Ticket Eater’! _— 
Don’t forget to ask about < > 


Ticket Eater, our ticket Home Office 
counter/shredder. Counts and National Ticket Company 
shreds 13 tickets per second. PO. Box 547 


Shamokin, PA 17872 
ORDER DEPARTMENT 
1-800-829-0829 
TOLL-FREE FAX 


S 
National = 
Other Information 1-717-672-2900 
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courages Clyde. 

“When I play you I want it 
windy and I want two strokes 
each side,” Clyde replies. 

“Agreed,” says Brian. 

Then each goes to his own 
computer, boots it up, and com- 
petitively tees off. Brian lives in 
Florida; Clyde in Iowa. And, it’s 
mid-December. 

While our two golf fanatics 
master the greens at Pebble 
Beach, Clyde’s wife uses another 
computer to order groceries to 
be delivered for a party that 
night. She would have driven to 
the market, but there is 
just too much snow. 
Meanwhile, back in 
Florida, Brian’s wife also 
prepares a list, but it’s 
not a grocery list. It's a 
list of video games she is 
going to buy and give as 
Christmas presents. 

She pops into the local video 
store, pulls out her list, and hands 
it to the retail clerk. He types in 
the names of the games and afew 
feet away a machine makes and 
dispenses the game cartridges. 
And it all happens in seconds. In- 
terestingly, the new owners of the 
video games will be able to inter- 
actively compete against each 
other, just like Brian and Clyde. 

The most recent and dramatic 
music change was the introduc- 
tion of CD sound in the early ‘80s 
by Philips and Sony. However, 
may I remind you that many in 
our industry resisted CDs for sev- 
eral years. But change will some- 
times happen very quickly. Re- 
member how big the cigarette 
business was 10 or 15 years ago? 
Today only National makes a cig- 
arette machine; no more than 
500 will be sold this year. Remem- 
ber headlines on trade articles in 
the late ‘80s proclaiming “45 vinyl 
records and jukeboxes will al- 
ways be available to the opera- 
tor.” Only Wurlitzer today still 
manufactures a 45 jukebox, but 
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not a lot of them. And, finding 
current hits on 45s is increasingly 
difficult. 

Regardless of the resistance 
and wait-and-see attitude, the 
cashbox revenues for the first five 
years were outstanding for those 
aggressive and well-heeled oper- 
ators who bought and set CD 
product. They demanded and re- 
ceived $50, $75, even $100 up 
front each week; the return on in- 
vestment averaged about 12 
months; and the location was 
happy to sign on the dotted line 
to get that great CD sound. Oper- 


ee If your competition wants 
to go to the poor house, let 
him. You don't have to 
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ators had the leverage to ask for 
and obtain long-term contracts. 
A location that did $50 per week 
with a vinyl box suddenly did $200 
with anew CD system. Industry 
production of 10,000 to 12,000 
jukeboxes a year increased to 
over 20,000 in just a few years. 
Statistically, about 30 per- 
cent of the jukeboxes in street 
locations are totally CD sys- 
tems. Based on what industry 
expert you talk to, another 
200,000 locations are still spin- 
ning 45s. Considering that the 
CD introduction to our trade 
was in 1986, the percentage of 
CD to 45 units really should be 
higher. The transition seems to 
have leveled off according to 
objective industry tradesters. 
The total number of coin ma- 
chine operators is getting small- 
er for a variety of reasons. I hear 
too many sad stories about the lit- 
tle, local operator taking it on the 
chin. Says he can’t compete! 
Speculation is that many opera- 
tors just don’t seem to have the 
ammunition to compete with the 
likes of live entertainment, DJs, 


56 


big screen TV, and Monday (and 
Thursday) night football. When 
the video game money dried up, 
the incentive for the operator to 
open more or new music 1loca- 
tions lessened. These big video 
game losses often canceled 
thoughts of reinvesting in any 
new equipment. 

I have preached the impor- 
tance of marketing and promo- 
tion for about 10 years now. I firm- 
ly still believe that this thought 
process and approach helps the 
operator overcome certain activ- 
ity that occurs in a location that is 
counterproductive. 
There will always be the 
isolated operator who 
constantly shoots him- 
self in the foot by either 
giving away too much 
split or making poor 
business decisions. Un- 
fortunately, this operator can 
play havoc and create problems 
for all the other operators in a 
marketing area. 

How do we sum up the state of 
the jukebox industry? For some- 
one to say here is where we were 
and here is where we'll be in the 
next few years is making a pure 
guess. I’m sure that you will hear 
a few industry experts tell you 
that all you need is the right 
product for the right customer 
and you'll be fine. These are the 
statements of those who focus 
solely on product. Others might 
lead us into buying certain prod- 
ucts that have a high degree of 
obsolescence built into them, 
selling us bandaids instead of so- 
lutions. We've all seen those ex- 
amples, both in music and 
games. Whether we need new 
technology or anew way of doing 
business to give our industry a 
kick start into a new era, I can’t 
be sure. 

However, what we will see in 
music within the next few years 
will likely be different from what 
we ve been used to seeing—or 
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hearing. Digital has become so 
technically compressible, it could 
change the industry. Think of it as 
an enormous amount of X’s and 
O’s fitting into a small thimble, 
then exploding to fill up a large 
bucket with no compromise in 
quality. 

Imagine a single CD holding 
140 song tracks. Removable com- 
puter hard drives, assisted by 
smaller drives to accommodate a 
quick update or revision, are 
here both in hardware and soft- 
ware forms. Combination hard 
drives supported by off-premise 
modem links have been present 
for a couple of years now. The po- 
tential of read, write, and erase 
CD-ROMs is still a bit hazy to 
many of us, but their ability to 
store mega tons of video, audio, 
and pure raw data is well defined 
and acknowledged. 

Superhighway information 
technology is equally impressive. 
Those firms in the data and digi- 
tal transmission business are 
finding and refining ways for all 
of us to use their highways, either 
on a one-way basis or interactive- 
ly. The technology shared be- 
tween our golfers, Brian and 
Clyde, is here. Maybe it is not 
here in its final form, but rest as- 
sured, it’s here and its presenta- 
tion is forthcoming. 

At Wurlitzer, we are always ex- 
amining various ways to make 
the operator’s job easier and 
more profitable. Some of the 
technology we have evaluated, 
touched, and listened to is in- 
deed impressive. Certain ele- 
ments of it will handsomely apply 
and enhance what we offer today, 
while other unique innovations 
are so different and exciting, that 
they require a total change of 
thinking. 





George Haydocy 


Antique Apparatus/Rock-Ola 
I believe that the jukebox is the 
strongest and mosi stable part of 
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Follow Your 
Heart 
to Success! 


Valentine’s Day 
Pre-Packs 
Available Now! 


You'll love doing 
business with the 
industry professionals ! 


Try the most experienced 
team in the crane pre-pack 
business this Valentine's 
Day for your crane plush 
needs. We can supply you 
with packs that have aver- 
ages from $1.00 to $3.00. 


Success Plush offers you 
hassle-free shipping and 
billing. You will always 
deal with the most 
knowlegable, experienced, 
and courteous personnel 
you could ever imagine and 
Our service 1s unsurpassed. 
Try us and see for yourself. 
We work for you "In the 
Spirit of Your Success!" 


LiGcesS 


Plush, Inc. 


10660 Kinghurst Drive 
Houston, TX 77099 
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the coin-op business. Long term, 
the jukebox has always earned 
income and kept its value in the 
marketplace. 

The one and only concern I 
have is where commissions and 
pricing are heading. My dad, 
who was an operator in Cleve- 
land for many years, once told 
me, and | quote: “I cannot make 
money with a 50/50 split and 
when I have to give it out, I will 
get out of the business.” 

We sold our route in 1968. 
Have we progressed _ since 
then? I certainly hope so! While 
visiting the many distributors’ 
open houses after the major 
trade shows, I hear the same re- 
mark over and over again from 
operators: “My competition is 
making me do it. Ican't get bet- 
ter commission or pricing be- 
cause of him!” 

Operators may believe with 
all their hearts that it’s true, but 
they simply can’t give up trying. 
If your competition wants to go 
to the poor house, let him. You 
don’t have to follow. Instead af- 
ter he goes out of business, you 
can service the locations the 
right way and ask for what you 
deserve. 

Sometimes you have to walk 
away from a location when they 
refuse to negotiate with you 
fairly. But be certain that some- 
time in the future that location 
will be back one way or another. 
When your location demands 
more, ask him for more. If he 
wants 50/50, ask him if you can- 
have 50 percent of his business. 

I may be idealistic but you 
earn your living from your ma- 
chines only; he earns his living 
from many different products 
in his location. I am always on 
my soapbox about this wherev- 
er I go. I'll continue to preach 
as long as I’m in the industry. 
The return on investment is 
very important. A 
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ACME '95 is the only industry event, positioned for you to super-charge your 
business in time for the busy spring and summer season. It's the most powerful display 
of coin-op products under one roof! Video games, pinball, table games, dart games, 
jukeboxes, skill and redemption games, kiddie rides, plush and novelties — 
plus cabinets, coin- mechanisms, monitors, parts & supplies and services — 
all featured in more than 1000 booths! 


The leading suppliers of coin-operated equipment send their top executives 
and technical support staff to meet you and show you their newest products. 
They are ready to discuss promotional ideas and business strategies that 
will pack in the players and pump up the profits in your location. 


Knowledge gives you the power to succeed — and ACME '95 will be packed 
with powerful sessions for location owners and operators. Technical topics, 
issues and answers, new technologies and location tours will give you the 
coin-op know how you need to send your business soaring. 


They're all here. Manufacturers and distributors. Technicians. Location owners and 
street operators. The major players with the biggest buying power know ACME is their 
one stop shopping source for the season's hottest hits and newest picks. 


Plan NOW to attend ACME '95 in Reno if you own or operate a 
family fun/entertainment center, arcade, amusement/theme park, waterpark, restaurant, 
bar or nightclub, skating rink, bowling center miniature golf center, hotel or resort, 
movie theatre or convenience store. Join thousands of distributors and operators 
worldwide in their quest for the power of coin-op! 


William T. Glasgow, Inc., 16066 South Park Avenue, South Holland, IL 60473-1500 USA 
MLO AUER SR ER AVALD UU LUE BRI 010 


Sponsored By: AAMA - American Amusement Machine Association 
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Dan Marchetti 
Rendezvous Music and Vending 
Eureka, Calif. 

Rendezvous Music and Vend- 
ing was started by Carl Marche- 
tti in 1949. His son Dan joined 


e@ | still like 45 jukeboxes but 
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him 20 years ago. Dan describes 
the company as much bigger 
than a small route with lots of 
Jukeboxes. In addition, the 
company specializes in full-line 
vending, pool tables, pinball, 
and video. Here’s what Dan had 
to say about the music segment 
of the business. 

We have been upgrading our 
jukeboxes from 45s to CDs ona 
regular basis. When CDs were 
introduced I knew that eventu- 
ally they would be all over. 
However, we're in arural area 
and it would have been impos- 
sible to change all of our juke- 
boxes over to CD at one time. 
I’m not sure our percentage of 
CDs to 45s, but I’d estimate it’s 
a little less than 50 percent 
right now. But as I said, we’re 
converting all the time. 

Although we are converting 
over to CDs on a regular basis, 
we don't really have a system 
for doing so. But it’s working 
out well. Usually what we do is 
when we get anew location, or 
when one of our current loca- 
tions is ready to upgrade to a 
new jukebox, we'll convince 
them to go with a CD box. 

But there are some places 
that simply don’t and probably 
will never make enough money 
to justify placing anew CD box 
there. However, what we've 
been able to do with some of 
our locations is rotate an older 
CD jukebox down. When an ex- 
ceptionally good location is 
ready to upgrade, we'll take the 
older CD unit and filter it down. 
This is the way we'll eventually 
have our route converted. 

CD jukeboxes have allowed 
us to renegotiate our commis- 
sion with our locations. When 
we decide a location needs a 
CD jukebox, we’ll discuss the 
arrangement. They balk at first, 
but when they see what kind of 
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OPERATOR INTERVIEWS 


money they're making, they are 
happily surprised. I don’t make 
them any guarantees that 
they'll make X-amount of mon- 
ey, but I go right up to that point 
without saying they'll make 
more. But I'd like to stress that 
they always make more! 

We go by requests to stock 
the jukebox with CDs. When 
the jukebox is first installed, we 
ask the location to make us a 
list of the music they'd 
like. They'll usually 
come up with about 50 
titles and then we can 
determine the rest by 
their selections, de- 
pending on the type of 
music. Also, we are 
very impressed with 
the Hot Hits selections. 
The company puts out a disc 
that has a selection of the top 
hits in several categories. 

Although CDs cost more 
than a 45 record, with 45s you 
were constantly taking 
risks. You'd try to buy a 
song in the top 40, hop- 
ing that by the time you 
got it it would be in the 
top 10. You were trying 
to keep up with individ- 
ual songs on a weekly 
basis. It was a gamble. 

Today, I don’t think 
even 50 percent of the 
songs in the top 10 are 
on 45s. And I’m sure 
that figure will be drop- 
ping. The Hot Hits is a 
good CD because it’s all top 
songs. We also buy a lot of the 
greatest hits by popular groups. 
You just can't go wrong; it’s all 
good songs. 

We don’t have much of a 
problem with locations playing 
the TV or other types of music. 
If I see they are doing that, Ill 
strongly discourage them, re- 
minding them how much they 
are making from their jukebox. 
When MTV came out I thought 
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it would really hurt our jukebox 
business, but it didn’t. When 
people want to hear a song, 
they go right to the jukebox. 

We completely redo speaker 
systems when we add a CD 
jukebox. I can’t believe there 
are operators out there who 
don't do that. The sound quality 
is so much better. What's the 
point of even having a CD juke- 
box if you aren't going to 


e They might come out 
with an EPROM that will 


give you 100,000 
selections! 9 


change the speakers? It’s a big 
investment, but worth it. 

I’m impressed with CDs. I 
think it’s the only way to go un- 
til they change to another for- 


«1 don't think there are 
any operators not 
running CD jukeboxes 
today. They were forced 
into it. The ones that 
didn’t change cannot af- 
ford to change now. 9% 


mat. When they do, we'll be off 
and running again. But CD is 
here to stay awhile. Although 
we've seen change before like 
78s to 45s, the rate technology is 
moving now is scary. They 
might come out with an 
EPROM that will give you 
100,000 selections! As long as 
people want to listen to music 
the jukebox will always be vi- 
able. 
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Tom Riquier 
T & M Distributors Inc. 
Willimantic, Conn. 

Tom Riquier is in a unique po- 
sition to discuss the music end 
of the business. The family- 
owned company, headed by 
Riquier brothers Tom, Dan, and 
Mike, has operated jukeboxes 
since 1944. Today’s route in- 
cludes 120 jukeboxes, along 
with video games, pinballs, pool 
tables, and cranes. T & 
M also distributes juke- 
boxes and a wide range 
of amusement equip- 
ment, and manufac- 
tures cabinets for video 
games and coin boxes 
for jukeboxes. A thriv- 
ing retail business has 
prompted T & M to en- 
large its office space to accom- 
modate this market. 

The demand for jukeboxes is 
still strong, but it has slowed 
down. CD jukeboxes are find- 
ing their way into sec- 
ondary locations, such 
as private clubs and so- 
cial clubs. We had sup- 
plied 45 rpm jukeboxes 
for these locations un- 
til a few months ago; 
now they are asking for 
more CD units. As long 
as you change the CDs, 
the income is still very 
good. 

We track every CD on 
every jukebox. That's 
the whole Key: have a 
good library, know where your 
CDs are, and take out one that 
isn’t making any money and 
put it in another location that’s 
requesting it. 

We're starting to see a de- 
mand from the home market. 
We opened a retail store seven 
or eight years ago, selling pool 
tables, jukeboxes, and pinballs. 
We have 25 new and used pool 
tables on display. The home 
market likes wall units and 
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nostalgia jukeboxes, if they can 
afford them. The end of the 
year is exceptionally busy for us 
due to the interest from home 
buyers. If we could only figure 
out what to do with the 
video games! 

What we're doing 
now is expanding into a 
120,000-square-foot 
building to improve 
our retail outlet and 
have more space for 
the rest of our busi- 
ness—distributing, op- 
erating, and manufacturing. 
We're bringing our Danielson, 
Conn., sales office together 
with our Willimantic headquar- 
ters. We also maintain a sales 
office in Syracuse, N.Y. 

I don’t think there are any 
operators not running CD juke- 
boxes today. They were forced 
into it. The ones that didn’t 
change cannot afford to change 
now. 

Special splits are starting to 
go by the wayside, little by little. 
A lot of our competition gives a 
50/50 split on CD jukeboxes. 
There are actually four or five 
splits being used today: 1) 
Guaranteed $50 per week, then 
50/50; 2) Guaranteed $25 per 
week, then 50/50; 3) Guaran- 
teed $50 per week, then 60/40; 
4) No guarantee, 50/50; 5) No 
guarantee, 60/40. 

No matter what the split, the 
normal charge to the 
customer in our area is 


three plays for $1. 
Wall units are not 
only popular’ with 


home buyers, they are 
very popular in tav- 
erns. They love them. 
You explain the advan- 
tages and disadvantages of dif- 
ferent models (floor space, 
cleaning underneath, etc.) and 
show pictures of the products. 
If you give locations a choice 
they want the wall box most of 
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the time. 

We've done something to 
save on down time in the case 
of a bill acceptor difficulty. We 
manufacture a coin unit that we 


e« Everybody wants CD, 
but they can't tell the 
difference. After the first 
riff of asong they're 


talking. 


add on jukeboxes that don’t 
take coins. Then no matter 
what the situation, the jukebox 
can remain in play. 


James Orr 
Empire Games 
Dallas, Texas 

James Murphy Orr, owner of 
Empire Games in Dallas, Texas, 
has been a video game afi- 
cionado since he was 15. But the 
former professional photogra- 
pher turned operator says he 
has recently renounced video 
and redemption games for pool 
tables and jukeboxes exclusive- 
ly. In response to a recent Play 
Meter Equipment Poll, he told 
us he was “happier with that de- 
cision everyday.” Along with his 
route operation and vending 
business, Orr also owns one bar 
and part ownership in another 
in the Dallas area. 


« As long as people want 
to listen to music the 
jukebox will always be 


viable. 


On April 1, 1982, lopened an 
amusement arcade in Dallas. I 
was a player, and the owners of 
the place where I played want- 
ed to open up a store and they 
wanted me to run it. But when I 
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found a location they changed 
their minds and didn’t want to 
give me a finder’s fee. Six 
months later I bought them out, 
and I continued to get bigger. 

I started vending with- 
in a couple of months. I 
had to have an outlet to 
move out the games 
that were becoming 
old. | also did a couple 
of other video arcades 
as a vendor. 

The arcade, like most 
of them, closed. ’m a 
bar owner now. I own one out- 
right, and I’ve invested in two 
others. We're scouting another 
location right now. 

Four or five years ago I con- 
tended there was nobody mak- 
ing money on video games. The 
cost, the inferior parts they use, 
the repairs, and the number 
one reason, Nintendo. The 
street location game has to 
bring in $8,000 to pay for itself. 
Start looking on the routes and 
tell me how many games have 
32,000 plays on them. 

I’ve always operated pool ta- 
bles and foosball games. I went 
completely with them three 
years ago, when I stopped buy- 
ing video games. When I get 
calls about video games, I have 
a couple of people who I will 
send in their direction. Honest- 
ly, the number one call we get 
is, “Do you have Sega Genesis?” 
We tell them we do the 
kind you put quarters 
in, and they don’t know 
what we're talking 
about. 

I’ve increased my 
pool tables and juke- 
boxes. To each individ- 
ual location, I’ve added 
pool tables. I’ve only got one lo- 
cation that has three jukeboxes. 

I have about 10 or 12 stops. I 
think I have three or four that 
are leftover, still just straight 
video. It’s hard to get good loca- 
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OPERATOR INTERVIEWS 


tions for pool tables. I turn 
down a lot of stops which I 
probably shouldn't. But I can’t 
tell you the difference between 
now and when I thought I was 
doing good in the video busi- 
ness. I don’t have as many 
stops, but I don’t work as hard. 
The video business is a night- 
mare. 

Quite honestly, I don’t like 
the pricing of jukeboxes either. 
It is a pretty tough piece to buy. 
You ve really got to turn 
some numbers. I still 
like 45 jukeboxes, but 
you can't buy the 45s. 
We used to buy them 
out of England, but that 
didn’t work out with the 
down time. A record 
can be gone in two 
weeks. 

Everybody wants CD, but 
they can’t tell the difference. 
After the first riff of a song 
they’re talking. The quality is 
better, but so what. You're in 
this for profit. You can still 
make a profit with CD, but it 
takes longer. 

I probably buy five CDs a 
month for each jukebox. If 
there’s nothing re- 
leased, you can't buy 
anything. You bought 
more 45s because they 
didn’t have as long ofa 
shelf life. With 45s 
there were new singles 
every day. We probably 
bought 20, 30, 45 a month. That 
was still $80. On CD you try to 
stay off the one-hit album and 
go with the super groups. 

I track the music by the in- 
system computer by location, 
and I find out what that location 
goes for. I track the CD collec- 
tion myself. I’ve never had an 
employee that didn’t steal from 
me. I can write pretty much 
anything I would need for 
tracking on Lotus. Jukebox col- 
lections don’t fluctuate more 
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than $10 a week, and I’m not big 
enough so I don't have to be 
that fancy. 

Only one or two locations re- 
quire speaker systems that are 
pretty elaborate. Most of the 
stops are 1,000- to 1,500- 
square-foot stops. I’m a small 
vendor. I’m 80 percent of the in- 
dustry. 

Anyone who listens will usu- 
ally agree with me. I’ve never 
seen people in a business work 


ee The quality of CD is better, 
but so what. You're in this 
for profit. You can still make 
a profit with CD, but it 


takes longer. 9 


so hard to make a living as 
those in the video game busi- 
ness. With jukeboxes and pool 
tables, there are not aS many 
coin mechs and input devices. 
Jukeboxes are built pretty 
soundly. They don’t have joy- 
sticks you’ve got to replace in 
two weeks. You don’t move the 
machine. 


ee CD jukeboxes are finding 
their way into secondary 


locations. 9 


When I put a pool table down 
I expect the floor to fall in be- 
fore I move it. It’s a heck of a lot 
more stable. In 13 years, I had 
two video games stolen and 30 
games locked out that I could- 
n't get to for several weeks. 
And I’ve even had games disap- 
pear for two years, and [| find 
them in another convenience 
store. I bitch about this busi- 
ness, but it’s gotten me where I 
am today. 

In most locations, the pool ta- 
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bles pay for everything. What 
has changed is how I loan mon- 
ey and the kind of collateral I 
like to put on it. It gives me 
leverage. I can bring in coun- 
tertops and take 100 percent as 
my interest. 

I’d just as soon be in a loca- 
tion for 20 years and make a lit- 
tle less every year than be in 
there for two or three years and 
have the owner call me one day 
and say “Hey, operator number 
two’s games are com- 
ing in and you need to 
be out of here today.” 
Some people will sell 
their mother to put a 
game in your location. 
Youd be moving 
games around every 
two months. With ex- 
| penses, you were 
working for free. 

State law doesn’t allow us to 
earn less than 50 percent. 
That’s normally what I give up, 
50 percent. We don’t run this 
like a corporate meeting. It’s 
one guy to another. I’m a small 
vendor, just like 80 percent of 
the vendors. These guys on my 
route are my friends. We help 
each other get concert 
tickets. 

I didn’t build a better 
mousetrap. I followed 
other people in. I’m be- 
yond elation. I can't 
think of anything bet- 
ter. It’s nice to make 
your money and keep it, in- 
stead of giving it to Sega. It’s 
just unbelievably easy. I don't 
see how the big video operators 
are making it. 

In summary, I’m gone from 
the video game business, and 
there are probably some who 
are happy about that. But to 
paraphrase an old song, people 
around me are toiling and dig- 
ging, and I just watch them go 
by sitting on my bag of money. A 
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eThe Bubbler: Eight tubes of 
bubbles bring a kaleidoscope 
of colors to life in this CD 
jukebox with 280-watt amplifi- 
er and six-speaker, three-way 
sound system. The unit, craft- 
ed from fine hardwoods and 
triple-plated metals, has 
push-buttons and a motorized 
page flipper. 

eThe Legend: Features in- 
clude display of 16 full-size 
CD jackets and title cards at 
once, while the functional de- 
sign allows for full viewing of 
the 100-CD mechanism. A six- 
speaker, three-way sound sys- 
tem is powered by a 280-watt 
amplifier 

eThe Rocket: Maximum per- 
formance in a minimum of 
space. This model features 
eight full-size CD jackets and 
title cards, 100-CD capacity, 
280 watts of power, dual 
equalizers, and a five-speaker 
three-way system for live per- 
formance reproduction 
sound. 


DIGITAL DISC AMERICA 


e1812 Deluxe: A slim jukebox 
in acherry wood finish with 
chrome-plated grills and 
molding. Standard features: 
100-selection title pager, coin 
and bill acceptors, disc man- 
agement, and 200 watts of 
power. Capable of karaoke 
and personalized advertising. 
ePanther: Blinking lights and 
an easy-access front door 
highlight this modern jukebox 
with disc management, self 
diagnostics, P.A. capabilities, 
background music, 200-watt 
amplifier, and 100-CD selec- 
tion pager. Options: karaoke 
and personalized advertising. 


NSM-AMERICA 
eFirebird II: Colorful and styl- 
ish wall-mount jukebox, just 


right for most locations. Fea- 
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tures include 100-CD “quick 
change artist” high-speed Hy- 
perbeam changer, sculpted 
peacock art, mirrored glass, 
color-burst pilasters, and 
chrome adornments. 

eOld Fashion Wizard: For 
those seeking an alternative 
style wall-mount unit, this 
model features lighted wood- 
grain pilasters, silk-screened 
front glass, the 100-CD “quick 
change artist” high-speed Hy- 
perbeam changer, and picture 
title display. 

ePerformer Wall: The same 
wallbox technology in a mod- 
ern package with a high-tech, 
art deco look; silk-screened 
front glass, glistening chrome 
and pulsating laser chase 
lights, Hyperbeam laser disc 
sound system, and 100-CD 
“quick change artist” changer. 
eSolid Gold: A floor model 
that incorporates the same 
Hyperbeam system as NSM’s 
wall jukeboxes, plus a more 
powerful sound system—a 
250-watt power plant and dual 
tri-speaker system. Also 
available: a wall-mount 
“slave” unit, LaserStorm, and 
Hideaway jukebox. 


ROWE/AMi 


eLaserStar Diamante CD-100 
E: Hallmarks include gold and 
silver molding and running 
lights in a diamond shape. 
Among the features are 12 
full-size CD jackets, easy-to- 
read title strips, 100-CD al- 
bum capacity, and autoplay at 
random or pre-selected track 
at specific time intervals. 
eMM1-CD: The title display is 
designed to merchandise mu- 
sic and stimulate maximum 
customer play. Eight full-size 
CD jackets are displayed. It 
features motor-driven push- 
button controls and accom- 
modates up to 100 CD albums. 
eCD 51-A: A compact, cost-ef- 
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fective jukebox that stocks up 
to 51 CD albums. It offers a 
changeable front panel to 
hold custom advertising or 
promotion signs. The bill ac- 
ceptor handles $1-$5 witha 
500-bill stacker. 

eCD WallStar: A CD wallbox 
that has a choice of either 50 
CD album covers/title strips 
and up to 96 title strips (100- 
CD display). It can interface 
with the CD Hideaway or 
LaserStar jukeboxes. A CBA- 
II bill acceptor has a capacity 
for 500 $1-$5 bills. 

eCD Wallette: An attractively- 
styled gray and black wall unit 
that can be programmed to 
match the Rowe parent 
phonograph. Features include 
LED readout for selections 
made, in play, and remaining; 
most popular selection but- 
ton; and mechanical coin ac- 
ceptor. 

eCD Hideaway: A remote 
hideaway unit that holds up to 
100 CDs. It features a 250-watt 
amp and seven-band graphic 
equalizer. Dimensions are 21” 
deep x 27.8” wide x 23-1/2” 
high. 

eCD Nostalgia: The look of the 
past in front with state-of-the- 
art components inside. It’s 
equipped with a CD-100C 
mechanism. The CD version 
holds up to 50 CDs. Acces- 
sories include a CD LaserStar 
wireless remote and printer 
interface kit. 

eLaserStar Eagle: Coming in 
April, the wall-hung jukebox 
with a dramatic new look and 
operator-inspired features. 


N= 0) Ne 


eClassic: Features include an 
easy-to-use modular mecha- 
nism that holds up to 102 CDs, 
CDM-4 Philips disc reader, 
top hits selection button, en- 
hanced audit memory, 1,000 
bill stacker, and 240 watts of 
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Mark Your Calendars 
NOW!!! 


Thursday, March 23rd 


Friday, March 24th 
Saturday, March 25th 


Reno Convention Center 
Reno, NV 





For more information, contact: 


William T. Glasgow, Inc. 
16066 South Park Ave. 
South Holland, IL 60473 


(708) 355-9292 
Fax (708) 335-4086 
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power. Optional: printer for 
full data retrieval. 

eWMJ-1: A low-cost, wall- 
mounted jukebox with a 240- 
watt amplifier; visible mecha- 
nism; a host of programmable 
features; and enhanced audit 
memory logic for disc popu- 
larity, cash transaction 
records, and overplay analy- 
Sis. 

eThe Neon: Features include 
an easy-to-read automated ti- 
tle display, 102-CD capacity, 
CDM-4 Philips disc reader, 
top hits selection button, 240 
watts of power, and system 
software to lock out faulty disc 
tracks and retain data for ser- 
vice analysis. 


WURLITZER 


eCasino: Hand-crafted cabi- 
netry are featured in this 
jukebox with 200 watts of pow- 
er, a quick-flip menu, and pro- 
grammable play stimulator. It 
holds 100 CDs, has advanced 
laser CD tracking, and 
noise/vibration reduction. 
eNew York, New York: Named 
in honor of the famous city, it 
holds 100 CDs and features a 
unique Y-shaped, bubble tube 
front, and New York City sky- 
line on mirrored panels. The 
back of the unit is curved, 
reminiscent of Wurlitzer juke- 
boxes of decades past. 

eNew Orleans: Features in- 
clude 3-D graphics, 50-CD ca- 
pacity, four-digit LED display 
and track number for each 
disc, and play stimulator. 
Discs are stored vertically; all 
50 titles are in view. 

eOne More Time: A design 
that recalls the Golden Age of 
jukeboxes, recreating the 
Model 1015 with back-illumi- 
nated, rotating color drums 
and pulsating bubble tubes. 
Available in vinyl and CD ver- 
sions with six speakers and 
three-way stereo system. A 
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Daryl Burke and Pete Moralez of Ad- 
vanced Amusement playing Sega’s Vir- 
tua Cop. 
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Capcom's Brian Duke (1) with Vance 
West of Amusement Enterprises. 


f 





Music-Vend’s Ray Galante (r) welcomes 
Sega's Al Stone. 


Todd Brown of Metro Entertainment takes a shot on Sega’s Virtua Cop. 


The Music-Vend staff en- 
joyed visiting San Antonio for 
the AMOA so much that they 
decided to treat their cus- 
tomers to a little taste of the 
city. On October 12, customers 
joined a fiesta atmosphere of 
Mexican food, while viewing all 
the new equipment. 

“Our menu was Mexican to 
coincide with the theme of the 





with Jeanne Ballouz, Mary Wilkins, and 
Tiffany Hadley of Fabtek. 
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Ely and Jackie Briones (r) of Express Vending watch their daughter 
Tron’s The Flintstones as Susan Jessee looks on. 


OPEN HOUSE 


A taste of San Antonio 
comes to Seattle 
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San Antonio show,” noted Mu- 
sic-Vend’s Steven Levy. 

In addition to gastric delights 
and a near overload of new 
games, there were great door 
prizes with very happy winners. 
“Everyone had a great time and 
were very enthusiastic about 
the new releases by the manu- 
facturers, Levy added. A 
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Premier's Paul Weideraenders (I) with 
Kelly Goins of Kelly Coin. 
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Knupp (Amuse-O-Matic), Nancy Hardt (Purple Star), and 
Steve Wolf (Greater America). 
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OPEN HOUSE 


Great day at 


Greater America 





Don Rank of Rank Vending takes a 


good look at the latest equipment. 
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Greater America's Jim Hedbiom (1) with 


Dave Hall of Rowe by Rowe's Diamante. 
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From left: Howard Smoyer (New Image Technology), Dale The Greater America staff, (I-r): Dick Kincaid, Don Thompson, 
Steve Wolf, Nancy Wolf, Jerry Waldeck, Cindy Hedbiom, Jim 


Hedbiom, Cass Nemmers, Joe Peterson, and Ted Neis. 


It was a beautiful fall day 
for Greater America Distrib- 
uting’s open house in Des 
Moines on Oct. 28. “What a 
difference a year makes,” 
explained Greater Ameri- 
ca's Steve Wolf to a group of 
operators touring the re- 
cently rebuilt facility. 

Just a little over a year ago 
a five-foot river of water 
tried to destroy the office. 
But after extensive remodel- 
ing the business is still there 
and stronger than ever. 

Greater America’s Oma- 
ha employees joined the fes- 
tivities in Des Moines as they 
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welcomed over 90 music, 
game, and vending cus- 
tomers. Many manufacturer 
representatives were on 
hand to answer questions 
and show off their newest 
products. 

To show its appreciation to 
its valued customers, 
Greater America provided 
plenty of food, drink, and 
door prizes. “Sales were 
strong, but the real order of 
day,” emphasized Wolf, “was 
fun and a big thanks to our 
customers for contributing 
to Greater America’s 
Success. A 
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Jazbo the clown entertains a group of children. 


lous door prizes. 
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The NSM CD jukebox generated an enormous share of atten- 
tion. 


Mondial Distributing in 
Rochester, N.Y., hosted a post- 
AMOA open house that includ- 
ed something for everyone. 
While parents were treated to 
the latest equipment and chat- 
ted with manufacturer repre- 
sentatives, children laughed 
with Jazbo the clown, watched 
fascinating magic tricks, and 
had their faces cleverly painted 
by an expert. 

“There were over 175 people 
in attendance, representing 
about 100 vendors. Everyone 
seems to be going back to the 


PLAY METER 71 





Mondial's Matt Tarantelli draws names for an array Of fabu- 


Mondial hosts family event 


_ 








Matt Tarantelli (c) welcomes customers to Mondial’s open 
house. 


basics. The Merit Mega Touch 
has been a big seller for us and 
Our customers are promoting 
the heck out of their dart busi- 
ness,” noted Mondial’s Matt 
Tarantelli. 

He added, “You hear about 
how bad things are in the in- 
dustry, but operators have to 
make their businesses work. 
They can’t sit back hoping 
things will get better; they have 
to make them better. And that 
is possible with the right equip- 
ment.” A 
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Showcasing the conventional 





ICE's Ralph Coppola (I) and Greg Kania 
by their new Mini Dunxx. 





Pentes Design's Jason Hamrick taking 
an infrequent breather at the compa- 
ny's colorful booth. 





ee YOU Can see 
every aspect 
of the industry 
at this show. 
It's got every- 
thing. 
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Showing off their equipment, (I-r): Data 
East's Kristen Montgomery with 
Carousel and Sega Pinball's Shelly Sax 
and Pete Gustafson with Maverick. 


2 





Yehuda Lior of LTC Israel (I) checks out 
Grayhound Electronic’'s Penalty Kick 
with Grayhound'’s Peter Coulas (c) and 
Jim Gesser. 


he English poet William Blake 
once wrote that the road of excess 
leads to the palace of wisdom. 

If that be the case, then those 
who attended the 76th annual 
International Association of 
Amusement Parks and Attrac- 
tions convention in Miami 
Beach, Fla., should have re- 
turned home bearing gold, 
frankincense, and myrrh—or 
maybe the modern equivalent 
thereof. 

But then IAAPA is the show 
that seemingly has everything 
for everybody. 

The convention and trade 
show was held on November 1- 
5, and saw just over 20,300 reg- 
istered attendees, according to 
post-show calculations. 
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wisdom of the future 












At the Smart Industries booth, (I-r): Gor- 
don Smart, Brian Chilton and Maynard 
Ostrow of Circus Circus, and Jeff Smart 
in front of the popular Smart Redemp- 
tion Center. 
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The Fun-'N-Motion guys have a friendly 
chat with the Oriental Trading sales 
team. 


To anewcomer the experience 
is awe inspiring, both in size (it’s 
huge) and content. And while this 
year some veteran IAAPA goers 
said the show is gradually shrink- 
ing, there appeared to be plenty 
enough at the Miami Beach Con- 
vention Center to keep everyone 
satisfied. 

Just casually glancing around 
the show floor, one might see a 
guitar-strumming Tennessee 
black bear, or an articulate me- 
chanical Samurai warrior talking 
about “compliant animation,” or 
maybe even a four-legged hy- 
draulic monster that simulates 
the experience of a roller coaster 
ride on an abandoned planet for 
the unsuspecting victims locked 
inside. 
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Quick Silver's Greg Malavazos (I) and 
Paul Scribner, proud of the company’s 
new Fiddle Stix. 





EMT Kiddie Ride’s Alicia Sadoff is sand- 
wiched like a hamburger (ride) be- 
tween Cleveland Coin’s Bob Munaik 
and Jim Misuraca (r). NSM/EMT's John 
Margold is at left. 


And sandwiched in between 
such high profile exhibits are 
token producers, mask mak- 
ers, fog machines, amusement 
software companies, architec- 
tural firms, mechanical chairs 
dancing in sync, pizza stands, 
sugar doughnut suppliers, the 
“ice cream of the future,” and 
even a booth promoting the 
great state of Texas. 

The variety of product, from 
the highly technical to the old- 
fashioned fun of county fairs, is 
endless. Whatever your wildest 
fantasy (within limits), it could 
likely be found somewhere on 
the show floor. 

And that doesn’t even ad- 
dress the ever-increasing con- 
tingent of coin-op industry rep- 
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From left: Parkilandia of Spain’s Luis 
Cepedano, Nancy Calderon of Machine- 
O-Matic, Javier Madrid of Parklandia 
and Malcolm Knight and Bernie 
Schwarzli of Machine-O-Matic. 





Software-At-Work’s Jerry Foote, a 
long-time Play Meter fan, talks FEC 
computer managment with The Track’s 
Chuck Steeg. 


resentatives at the show. 

“You can see every aspect of 
the industry at this show,” said 
Charlie Caplan with Birmingham 
Vending. “It’s got everything!” 

That everything, including 
large rides and games, simula- 
tors, miniature golf courses, 
etc., is what the coin-op indus- 
try will have to embrace as 
complementary attractions in 
the future, many show atten- 
dees were saying. 

This attitude was reflected in 
products on the show floor, in- 
cluding multiplayer coin-op 
products as well as the larger 
game attractions more suited 
to the FEC or park facility. 

Said one exhibitor of his 
product: “People who own a 
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Birmingham Vending’s Chuck Arnold (1) 
talks with old friends Al Kress (C) of 
Eenchmark Entertainment and Bob 
Leblanc Arjay Exports. 





The Lazer-Tron team (I-r): Jim Boehner, 
Bob Berke, Susan Jessee, and Norm Pe- 
termeier. 


whole entertainment complex 
might say this would fit right in. 
Street operators would just say 
this is cute.” 

Several major video game 
manufacturers, including Time 
Warner Interactive/Atari and 
Williams Bally/Midway, also 
had their own exhibits at the 
show for the first time. “We’re 
just trying to get our name out 
there,” explained Elaine 
Shirley, Time Warner Interac- 
tive/Atari sales manager. 

However, companies that 
produce redemption games, 
kiddie rides, and_ related 
amusement products said they 
have long known the benefit of 
the IAAPA show. 

“This is always our biggest 
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Canadian distributors Jerry Janda (I) 
and Paul Janda (r) with Sega's John Hill 
by Daytona USA. 





Castle-'n-Coaster’s Jeff Brooks (r) is 
welcomed by Planet Earth Entertain- 
ment’s Debbie Gonzales and Lou Velas- 
co as they check out Dinoworld. 


Show because we can show re- 
demption, park models, and 
trailers,” said Ted Sloan, sales 
manager for Bob’s Space Rac- 
ers. “We feel this is the biggest 
Show in the country as 
far as buying.” 

Alec Sprouse, Skee- 
Ball production man- 
ager, agreed: “It’s al- 
ways been a good show 
for us. A lot of the man- 
agers and technicians 
come to the show and 
they make a lot of the 
decisions.” 

Apparently the decision be- 
ing made by many was to buy, 
particularly on the opening 
Wednesday. A number of man- 
ufacturers were raving by day’s 
end and looking toward three 
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By the Polaroid Instant Memories pho- 
to bootn, (I-r): Polaroid’s John Callahy, 
Don Mauchan, and John Sasso, and 
Capcom’s Brian Duke. 


i 


The American Sammy team, (I-r): Mr. 
Kiyo Nichimura, David Cane, Natalie 
Kulig, Rick Rochetti, Emilio Cabrera, 
and Mr. Gen Ozeki. 


more profit-filled days. 

“We ve already exceeded our 
expectations,” said Namco’s 
Lucinda Bender. 

“We sold more on the first 


ee We feel this is the 
biggest show in the coun- 
try as far as buying. 99 


day than we ever have,” said 
Brian Carasik with Kiddie 
Rides USA. 

“We're selling the hell out of 
our equipment,” a third manu- 
facturer’s representative 
added. “It’s pretty amazing.” 
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The Data Eye team, (I-r): Matt Elliman, 
Steve Brittner, and Steve Killen. 
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Proudly presenting Coastal’s new Fred 
Flintstone’s Memory Match were 
Lenny Dean (I) and Sal Mirando. 


The activity, which faded on 
the second day but rallied by 
Friday afternoon, led some to 
question the continued impor- 
tance of traditional coin-op 
Shows such as_ the 
AMOA. The diverse 
market represented at 
IAAPA is where the ac- 
tion can be found, they 
reasoned. 

“AMOA’s got some 

real competition,” one 
exhibitor said. 
Another suggested that 
his company would not likely 
return to AMOA next year. 
“There are only so many shows 
you can go to,” he said. “You’ve 
got to cost-justify this.” 

Dire predictions, or just idle 
talk? That remains to be seen. 
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At the AAMA booth, (I-r): Mary Herman- 
son of Jaleco, David Cane of American 
Sammy, Mick White of Tornado, Angela 
Orlando of AAMA, Philip Cole of Rowe, 
and Bob Fay of AAMA. 





From left: Taito’s Anita Platacis, John 
Pipp, and Shugi Takahashi show off 
new software for SNK’s Neo-Geo sys- 
tem. 


An enthusiastic international 
contingent, exhibitors said, was an- 
other reason to praise the show. 

One British manufacturer 
said that he comes to the IAAPA 
show every year specifically to 
connect with international buy- 
ers. “It’s the best international 
show,” he said, echoing what ap- 
peared to be a consensus. 

The only real complaints 
concerned slow traffic on 
Thursday, and to some extent 
Saturday, and the placement of 
a handful of exhibits in rooms 
adjacent to the main show floor 
away from the center of activi- 
ty. “We're going to study the 
map a little closer next year,” 
said one disgruntled exhibitor. 
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From left: Alex Sparks, Richard Cromp- 
ton, Mel and Susie LaForce of Fun In- 
dustries, and John Crompton. 


«wc GAMES. & 


cpt LAUDERDALE. Ft 


From left; Advanced Games and Engi- 
neering’s David Hodge and J.R. Fishman 
show the Snack Attacker crane to 
Fun Club’s Paula Whitman and Candy 
Concept’s Brian Riggies. 


However, when the final 
buzzer rang, overall response 
was positive. 

“It’s getting to the end of the 
year and people are starting to 








Play Meter’s Steve White (I) talks Trea- 
sure Chest cranes with, (I-r): Classic’s 
Brian Petaccio, Dan Dinnebeil, and Bill 
Lumi. 





At the Happ Controls booth, (I-r): Sue 
Happ, Elias Paniagua, and Mark Savoia. 


decide what they are going to 
buy,” said Brad Danielson, sales 
manager for Meltec. “It’s all 
coming to a head.” 

And if the all the activity on 
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FEATURES: 


¢ 3°* Solid Maple Playing Surface 
with Silk-Screened Graphics 

¢ Microprocessor Controlled 

© Over-under Cash Box Doors 

¢ Also available: 10-1/2°, 13-1/2°, i 
16° and 18° 

© Barrier Control Available 

¢ Available without coin doors for 
time rental play or home use 


7021 Bluffton Road } 
Fort Wayne, IN 46819 
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Bob's Space Racers’ Bob Cassata and 
his daughter, Glenda Cook, in front of 
their trailer model games. 





“Sorry, too tall!”, says Tenderfun’s Sam- 
my Snake, the height indicator. From 
left: Tenderfun's Jeff Kalan, Charlotte 
Rogers, and Donna Roane. 





Time Warner Interactive/Atari exhibit- 
ed at IAAPA for the first time. Pictured, 
(I-r): Elaine Shirley, David Macias, Mike 
Taylor, Dennis Wood, and Tom Keil. 





Kiddie Rides USA’s Brian Carasik amid a 
display of new Bozo-themed kiddie 
rides. 


the show floor wasn’t enough to 
keep attendees busy, a full slate 
of seminars was also offered. A 
number of them dealt with the 
continuing complexity of legal is- 
sues that surround running an 
entertainment business. 
That trend prompted 
the formation of the In- 
ternational Amusement 
and Leisure Defense As- 
sociation (IALDA), 
which met for the first 
time at the show. 
Amusement park and family 
entertainment center owners 
face more and more uncertain- 
ty when it comes to the ques- 
tion of liability, according to 
IALDA board members. That 
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These guys were “dressed to kill” at 
Williams’ first ever [AAPA exhibit. 


requires the unified front which 
the organization can provide, 
they added. 

“We really want to become a 
part of the fabric of the leisure 
and amusement industry,” said 


ee We sold more on the 
first day than we ever 


have. 9 


IALDA president Lary Zucker 
at their formal commencement 
breakfast. 

“If you stop by our booth, 
you ll see more lawyers than on 
the O.J. defense team,” he 
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Brady Distributing’s Jon Brady (I) gets 
some local help from Enzo Celani, assis- 
tant manager of Brady's Miami Office. 


added jokingly. 

Manufacturers of coin-op 
and related products also 
picked up a few of the many 
awards that were given out at 
the show. Among the winners 
were Bob's Space Rac- 
ers for the best game 
exhibit, best display 
and set, and the best 
game, Monkey Drop. 
In the kiddie ride ex- 
hibit category first 
place went to Zamper- 
la Inc. The company also took 
second place for Crazy Subma- 
rine in the corresponding prod- 
uct category. 

Play by Play Toys and Novel- 
ties won first place in the gifts 
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From left: Williams’ Tom Cahill, Ken 
Williams, and Jim Patla are joined by 
Miss Cruis’n USA in front of the compa- 
ny’s popular driving game. 





Namco’s Frank Cosentino and Lucinda 
Bender display the company's first 
place award for Ace Driver. 





The group at GaMCO were proud to 
show off their popular game, Tiddly 
Dinks. From left: George Liller, Pat Liller, 
Ron Yaffe, Emily Yaffe, and Sam Everts. 


and novelties exhibit category, 
as well as first in the product 
category for Coca Cola Bears. 
Dan Brechner & Co. took sec- 
ond in the product category for 
Snakes. 

ARMS International picked 
up second place in the revenue 
and admission control exhibit 
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Damon Paramore (I) and Lou Rudolph 
with Dynamo discuss the nuances of 
their foosball table. 





Taking a break from all the action are 
Meltec’s Brad Danielson (I) and John 
McEwan. 


category. Smart Industries gar- 
nered first place in the same 
product category, as well as 
second in equipment and sup- 
plies. 

Skee-Ball took second place 
for the best game with Opera- 
tion Vortex. Winners in the ex- 
hibit category of arcade and 
coin-op equipment were 
Coastal Amusements, which 
placed first, and Machine-O- 
Matic, garnering second. 

Namco-America won first 
prize for best coin-op game 
with Ace Driver. Amutec Kid- 
die Rides took second for Photo 
Ride. 

IAAPA, which represents over 
4,000 member organizations in 
61 countries, will host next year’s 
show at the Ernest Morial Con- 
vention Center in New Orleans, 
La., on Nov. 14-18. A 
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Serious Software 


For A Fun Business. * 


Fun Center Manager 
is a point-of-sale 
system that’s packed 
with the features you 
need to keep your 
Family Entertainment 
Center running like 

rs 0) OF 


Lease the Manager 


"1000... 


Includes 


24-hour S — 
Technical Month* 


Support 


*Conditions Apply. Call for details. 


SOFTWARE. 


Serious Software. 
Fun Business.” 
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Left: 

The Rio Grande 
train travels un- 
der a three-tiered 
soft play area 
named X-PLORE- 
LAND. 


Right: 

The view from 
the Mini 
Himalaya 

ride. 


Bonnie 
Theard 


FAMILY FOCUS 


Memphis has reason 
to be X-SITE-ed 


ee We felt if we offered attractions for 
the whole family, siblings and parents 
would also have something to do. ® 


here is nothing like it for miles 
around. The 36,000- square-foot 
family entertainment center on 
American Way in Memphis, 
Tenn., has brought a new brand 
of excitement to the city. 

The facility, aptly named X- 
SITE, evolved over a 27-month 
period before it took shape ina 


former Children’s Palace toy 
store close to a million-plus 
square-foot shopping mall, 300- 
room hotel, and office buildings 
on the southeastern side of town. 

Operating partners John 
Winchester and Steve Guinn 
have assembled an all-indoor 
FEC designed to satisfy the 
amusement desires of any age 
group. Included are Power AI- 
ley video batting cages; Bowlin- 
go lanes; 55 redemption games; 
10 bumper cars by Design In- 
ternational and Soli; 75 video 
and pinball games; a 4,000- 
square-foot custom laser tag 
arena with a LaserTron Game 
System; a Mini Himalaya ride 
by Designs International; and a 
3,500-square-foot three-level 
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soft play structure by Omni, 
which takes advantage of the 
18’ 8” ceiling. 

If that weren't enough, throw 
in Zamperla’s Red Baron air- 
plane ride and Rio Grande 
train ride, Creative Engineer- 
ing’s Rockafire Explosion ani- 
mated character show, and a 





McDonald’s that serves up its 
famous hamburger menu and 
pizza to boot. A 13-stool ‘50s- 
themed soda fountain satisfies 
patrons with a sweet tooth that 
leans toward handmade 
shakes and sundaes. The Mc- 
Donald's seats 96; the adjacent 
X-TRAV-A-GANZA Party Room 
handles up to 112. 

Launching an FEC of this size 
is no small undertaking. What 
was the inspiration, and how 
did the project come together’? 
Winchester was in Cincinnati 
with Allright Parking Corp. in 
1992 when he visited a Discov- 
ery Zone and became interest- 
ed in a franchise for his home 
town of Memphis. “I liked the 
concept and began looking at 
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John Winchester (I) and Steve Guinn sample the Music Atri- 
um from Cool Stuff for Kids at Fun Expo ‘94. 


children’s entertainment cen- 
ters,” he said. “At the time, 
Memphis didn’t have anything 
like it.” 

There was a hold on new Dis- 
covery Zone franchises then, 
but Winchester was undaunted. 
He returned to Memphis and 
began formulating a 
business plan for his 
own center. Winchester 
connected with Progres- 
sive Capital Investment 
Corp., an investment 
banking firm that spe- 
cializes in private in- 
vestment transactions 
for small businesses, 
and met Guinn, PCI’s chief fi- 
nancial officer. 

“He came to us in May 1993 
with his idea,” explained 
Guinn. Next came a crash 
course in FECs. Winchester lit- 
erally loaded the family in the 
car and started driving around 
the country visiting locations. 
Along the way he heard about 
the Fun Expo and IAAPA trade 
shows. He attended both and 
found them helpful and instru- 
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mental in putting together the 
information necessary to get 
started. Soon he and Guinn 
were partners. 

Instead of concentrating on 
smaller children as core clien- 
tele, X-SITE expanded to a full- 
fledged family entertainment 


ee With a small child-only 
center it becomes a contest 
between the parent and the 

child to see how long the 


parents can last. 99 


center. Winchester comments, 
“I was impressed with the larg- 
er indoor centers and decided 
to focus not only on customers 
seeking activities for young 
children, but those who wanted 
more. 

“With a small child-only cen- 
ter it becomes a contest be- 
tween the parent and the child 
to see how long the parents can 
last. We felt if we offered attrac- 
tions for the whole family, older 
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Rockafire Explosion, the three-character karaoke system, 
was first seen at X-SITE. 


siblings and parents would also 
have something to do.” 

An integral part of X-SITE is 
the 2,500-square-foot McDon- 
ald’s. Says Guinn, “We knew we 
had to have food and knew we 
would have our hands full in the 
entertainment department. We 
felt the American public 
would relate to a proven 
food vendor.” The duo 
chose McDonald’s as “the 
best food value for the 
money.” 

While researching laser 
tag systems, Winchester 
and Guinn traveled to 
Milford, Conn., to see the 
Milford Amusement Center and 
met the dynamic Michael Getlan 
of Amusement Consultants. 

Winchester and Guinn 
agree, “As we got further down 
the road, one of the things we 
wanted to be sure about was 
the layout of our facility. We en- 
listed Michael and Melvin Get- 
lan’s help.” 

They decided to purchase re- 
demption games but enter into 
an operator/location relationship 
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Teens and parents enjoy the latest video games. 


with Amusement Consultants on 
the video and pinball games. 
Promotion played a major 
role in developing community 
awareness of X-SITE. When the 
June 26, 1994 grand opening 
date approached, newspaper 
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y 


ads and TV spots announced 
the center’s attractions. By late 
fall radio promotions and pizza 
boxtop coupons continued to 
remind the public of X-SITE. 
Favorable comments and the 
success of X-SITE have encour- 





The entrance to the X-TRAV-A-GANZA party room and Mc- 
Donald's restaurant. 


aged Winchester and Guinn to 
consider another southern loca- 
tion, in Little Rock, Ark. Negotia- 
tions were underway at press time, 
but general plans for the next X- 
SITE include a similar attraction 
mix, with the addition of anew De- 


BEST QUALITY 
& LOWEST PRICE 


- Parts 

- Original New and Used PC 
Boards, Cartridges For Video 
(Games 

- Ticket Dispenser 

- Power Supplies With Display 


Why Not Earn More? 


Cheapest In Taiwan 
Contact Us Now. 
Compare And We Win! 


CLE-lectronic Co., Ltd. 


P.O. Box 20-146 
886-6-2895901 (Rep.} 
FAX: 886-6-2896575 
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Wieala 
ORDER DEPT: 
TOLL FREE — 800-223-6468 


NEW YORK— 212-475-4960 
FAX — 212-533-8169 


The Henry W.T. Mali & Co., Inc. 
257 Park Ave, South ¢ New York, N.Y. 10010 
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signs International airplane ride, 
Thunder Air. 

Also under consideration, a 
Music Atrium or other education- 
al and entertaining attraction for 
children, and a McDonald's that 
offers a drive-thru window. 

Winchester and Guinn real- 
ize that it is important to “keep 
attractions hot and fresh.” With 
expansion comes the opportu- 
nity to rotate attractions and 
achieve that goal. 

Opening the first X-SITE has 
been a learning experience. 
What would they do differently? 

Winchester: “I would open up 
several months sooner in order 
to market and promote the cen- 
ter before the summertime rush 
is upon us. We opened in the 
heart of the season, which was 
stressful. We would like a March 
opening at the next location.” 

Guinn: “We have a really 
good layout, it’s functional and 
works well. We're going to pay 
more attention to the acoustic 
side of things next time.” 

Is franchising out of the 
realm of possibility? According 
to Guinn, “There may be alter- 
native ways to expand and ac- 
complish the same thing with- 
out technically franchising. 
What we really want to do is get 
three or four company-owned 
stores up and running success- 
fully before we get too far 
ahead of ourselves.” After Little 
Rock may come Nashville. 

Here are some vital statistics on 
X-SITE’s operation: 

Hours—10 a.m. until 10 p.m. 
Sunday through Thursday, 10 a.m. 
until midnight Friday and Satur- 
day; Parking capacity—325 vehi- 
cles; Pricing—by individual attrac- 
tion and package with a 
wristband; Employee uniforms— 
black slacks and white shirt with a 
colorful X-SITE vest. A full-time 
staff of 25-30, plus part-time em- 
ployees, keep the place humming. 

To ensure that customers know 
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they are appreciated, the center 
offers an X-SITE membership that 
includes a monthly newsletter, 
merchandise discounts, and spe- 
cial coupons. 

The giant U-shaped redemp- 
tion counter offers 300 feet of shelf 
space for prize display. Many 
items carry the X-SITE logo; cus- 


Kiddie Whac-A-Mole ° @) 


tomers may purchase X-SITE-em- 
blazoned merchandise separately 
if they wish. 

When it comes to promotion, 
Winchester and Guinn believe in 
trying “a little bit of everything.” 
So far, their business decisions 
and operations approach have 
proven correct. A 
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Kiddie Can-Alley m 


Kiddie games are hot and we’ve got the best in kiddie games. 
Kiddie Whac-A-Mole®, Kiddie Can-Alley™ and Kiddie Paftie 
Cakes™ are the stars of Family Fun Centers and Redemption 
Arcades around the world. Not too big, not too small and not too 
difficult, they are just right for younger children. 


Like all of our games they are fun, exciting, colorful and profit- 
able. They come with adjustable difficulty levels and adjustable 
ticket dispensers so you can failor play to your operation. 


We were pioneers in redemption games and we can help you with 
games, redemption centers, redemption systems, cash control 
systems and complete family fun center design services. Give us 


a call! 


Bob’s Space Racers, Inc. 

427 15th Street 

Daytona Beach, Florida 32117 
Telephone: 904-677-0761 
FAX 904-677-0794 


Designers and manufacturers of games since 1970 
© Bob’s Space Racers, 1993 
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State of the art in FECS; making 
redemption more profitable 


nascale of one to 10, how would 
you rate your redemption oper- 
ation? In the past eight years I 
have seen everything from a 
zero through a 10. As aconsul- 
tant I am often asked: “What 
can I do to improve my re- 
demption center?” The ques- 
tion is best answered by break- 
ing an operation down into sev- 
eral parts which are: the re- 
demption center (display cases, 
location, size), merchandising 
and display (organization and 
visual appeal), merchandise 
(variety of price), and store 
staff. In order to make your op- 
eration a 10 consider the fol- 
lowing: 
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Visibility 

A redemption center should 
be visible from all parts of your 
store and should be placed 
near the center of the redemp- 
tion games. Remember, this is 
the place customers will come 
for assistance, therefore, it 
should be monitored at all 
times. In order to be effective, a 
redemption center must be 
able to display merchandise 
clearly and effeciently. Glass 
display cases (usually between 
four and six feet long) that can 
be viewed from the front and 
the top can be placed in sucha 
manner as to encircle the back- 
drop on which plush merchan- 
dise and larger items can be 
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displayed. 

For a medium sized opera- 
tion a general rule of thumb is 
to have one display case devot- 
ed primarily to boys, one to 
girls, and one for more adult- 
oriented merchandise as well 
as electronics and _ higher 
priced merchandise. Addition- 
al cases can include novelties, 
seasonal, and even collectible 
merchandise. The most effec- 
tive cases can be locked and in- 
clude small storage areas for 
back-up stock so that displays 
do not have to be disturbed ona 
continuing basis. 


Eye appeal 

Make sure that displays are 
visually appealing! I have seen 
more than one display case 
containing cardboard or plastic 
boxes lined up, with no re- 
deeming aesthetic appearance, 
which have had merchandise 
literally dumped into them. As 
an alternative, try placing the 
items in a case without a box by 
stacking or organizing them in 
an interesting manner. Put 
small items such as penny can- 
dy, super balls, and the like into 
clear hexagonal jars with lids 
and place the jars on top of the 
display cases. Hard-to-sell 
merchandise can represent a 
challenge to sell, but if used as 
an active part of a display, even 
the most difficult oddity can be 
sold (although recently I was 
perplexed as to why one of my 
clients offered Ricola cough 
drops as a prize). All displays 
must be kept full of merchan- 
dise since the displays give cus- 
tomers the feeling that thought 
and care was taken in organiz- 
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"This REDEMPTION CENTER would bring redemption. 


into places it has never been before, such as, 
Bowling Alleys and Truck Stops." 


"a am glad Smart industries had the foresight to build 
a machine that arcades have been needing for years.” 


YOUR TICKET 
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PATENT PENDING 
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“We are looking forward to purchasing several 
machines for ourselves. . 


"Since this machine can be adapted to individual asda: ‘ferbe chains and arcades will have the opportunity to speed up 
customer service and have control of tickets and inventory." "The machine does not take coffee breaks, call in sick or 
complain, and for these reasons, it should pay for itself i in less than one year.” pire 
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FOR MORE INFORMATION, PLEASE 
CONTACT YOUR AUTHORIZED DISTRIBUTOR 
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e “PLAY TILL YOU WIN” 

e Voice motion sound system 
e Joystick control 

¢ Double coin mechanism with 
locking cash box 


e Push button control 
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FOR MORE INFORMATION 
CONTACT YOUR AUTHORIZED 
DISTRIBUTOR OR FOR 
REFERRAL CONTACT US. 


INDUSTRIES CORP, MFG. 


1626 Delaware Ave. 

Des Moines, lowa 50317 U.S.A. 
(515) 265-9900 1-800-553-2442 
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REDEMPTION REPORT 


ing them, and also give the illu- 
sion that there is really more 
merchandise in the display 
than is actually there. 


Arrangement 

Arrange merchandise by cat- 
egory in ascending order by 
ticket value in a neat and or- 
derly fashion to avoid customer 
confusion. This also makes it 
easy for odd amounts of tickets 
to be spent. 

Merchandise displays, how- 
ever, should not be limited to 
the redemption center since 
merchandise can be displayed 
throughout the entire amuse- 
ment center. I often place mer- 
Chandise including large 
stuffed animals on top of 
games and even hang prizes 
like plush, bicycles, and sea- 
sonal merchandise from the 
ceiling. 

Merchandise is the 
lifeblood of a redemption 
operation. Without appeal- 
ing merchandise there is lit- 
tle incentive for a customer 
to play. The most important 
key to a successful redemp- 
tion operation is the variety 
and the quality of merchandise. 
A wide selection of merchan- 
dise will draw a wider range of 
customers. High quality mer- 
chandise will be more reliable 
and keep customers feeling as 
if they won something worth- 
while. 

Merchandise should not only 
target children, but the entire 
family. Mom, dad, and grand- 
parents should be addressed! I 
have found that many times a 
customer may be accompanied 
by a girlfriend, mother, father, 
grandparent, sister, or brother 
who may not be inclined to play 
any games. However, if there is 
a piece of merchandise that he 
or she finds interesting there 
will be an incentive to win it. 

For example, if a teenage boy 
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comes into the store to play the 
newest video game and brings 
a date along, she will probably 
become bored and urge him to 
leave. But if she can find a game 
that is intriguing or a prize that 
is appealing, she will likely play 
a game, spend money, and 
leave her companion to play his 
game for a longer period of 
time. 


Stocking 
Although merchandise can 
be trendy, some merchandise is 
always popular. When stocking 
a new redemption center, or 
even overhauling an existing 
operation, I order a variety of 
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merchandise in several cate- 
gories. For girls I order sta- 
tionery (pencils, pens, memo 
pads, pencil sharpeners, and 
erasers), paint sets, balls and 
jacks, rings, ink stamp pads, 
stick-on gemstones, and friend- 
ship rings/bracelets. For boys I 
order toy cars and airplanes, 
squirt toys, magic putty, key- 
chains (especially rabbits foot 
keychains), hackeysack balls, 
handblaster balls, marble sets, 
mini playing cards, and spark 
guns which are always a good 
bet. 

I also order miscellaneous 
merchandise for both boys and 
girls, including Chinese yo- 
yos, sponge guns, pacifier 
items, bubble toys, babble bars, 
handcuffs, pencil helicopters, 
super balls, glassware (ceram- 


87 


ics and logo glasses), squeeze 
cups and bottles, cheap 35mm 
cameras, and teddy bears (and 
other plush). Currently some of 
the hottest merchandise in- 
Cludes sparkle spinners, 
magic springs (plastic 
Slinky), whoopee cushions, 
light-up toys, removable tat- 
toos, and dice erasers. 

Try not to get into a rut by 
buying inexpensive, cheaply 
manufactured merchandise. 
This can be a grave mistake! 
Customers need to feel as if 
they have made a quality pur- 
chase, even if the price is inex- 
pensive. Large chain operators 
often skimp on merchandise, 
believing that the lowest 
price is the only determin- 
ing factor in its purchase. 
We are all in business to 
make money, but cheap 
merchandise reflects 
poorly on the overall im- 
age of the store. I recently 
visited a location which 
had almost $500,000 in 
state-of-the-art equip- 
ment, but had some of the 
poorest and cheapest re- 
demption merchandise on the 
market. Remember that mer- 
chandise goes hand in hand 
with redemption games; with- 
out one the other is useless. 

Finally, the glue holding a 
successful redemption opera- 
tion together is a courteous and 
friendly staff. Patience is of the 
essence since a five-year-old 
can often take a considerable 
amount of time to make a deci- 
sion. When making anonymous 
visits to my clients’ establish- 
ments I have encountered em- 
ployees using profanity and 
who have treated me as a both- 
er when I was trying to redeem 
tickets or make change. Once I 
was told I didn’t know how to 
play a game properly. Imagine 
that! A 
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Coupon book offers 
valuable savings at ACME 


e talked with Bill Cravens, 
ACME show committee 
chairman, about an exciting 
new program. Operators 
can save big bucks by being 
in Reno March 23-25, 1995. 
Here’s the scoop: 

Many were disappoint- 
ed in AMOA’s operator at- 
tendance. Why will opera- 
tors want to go to ACME? 

For the first time, we will 
offer a coupon book that will 
make it possible for opera- 
tors to go to the show for vir- 
tually nothing! In fact, if they 
are big buyers they may 
even make money! These 
coupons will save operators 
thousands of dollars, but 
they will have to be there to 
take advantage of the sav- 
ings because the coupons 
will be distributed only at 
the show. It’s a way for the 
exhibitors to say to opera- 
tors, “We want you to come 
to the show.” And what bet- 
ter way to say that than to of- 
fer valuable savings on 
equipment? 

Are operators really going 
to use all the coupons? 

They certainly should. If 
they can save $100 on each 
piece of equipment they buy, 
whether it’s a video or pin- 
ball, it is certainly worth a 
trip to Reno. We’ve offered 
the opportunity to all ex- 
hibitors and will likely have 
in excess of $1,000 in 
coupons. 

Is this just a gimmick? 

Let’s just say that these 
coupons are like real money, 
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controlled like real money, 
and have serial numbers. 
Offering operators money is 
not a gimmick. 

How easy will they be to 
redeem? 

As simple as giving them 
to distributors who handle 
the product direct. They will 
treat it like cash. There will 
be a time limit, set by the 
manufacturer and noted on 
the coupon. 

This sounds almost too 
good to be true? 

It is good and it is true. It’s 
a way to encourage opera- 
tors to see new product, 
have it explained, be shown 
new innovations, and save 
money. It’s not just the big 
booths that make the show, 
it’s lots of support and sup- 
ply companies. Operators— 
real operators—that come to 
a show always find a little 
something that makes their 
routes better. It could be 
software, locks, or some- 
thing we don’t even know 
about. I haven't heard any- 
one saying they didn't learn 
anything. The exhibitors 
want operators there and 
are willing to pay for their 
participation. With this 
coupon book, everyone 
knows they ll leave Reno a 
winner! 


P.S. Make your reserva- 
tions to Reno early! Stay 
tuned to the ACME ACTION 
page in future issues for up- 
dates on other exciting pro- 
grams you won't want to 
miss! & 
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NAMA show focuses on 
the future of vending 
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Automatic Products sports a new booth. 
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Pictured at the Glasco booth, (I-r): Joseph Loparco of Auto- 
matic Choice, Fred Smith of Mondial Dist., and Joe Gilbert, 
Bob Bell, and Pete Kallash of Glasco. 


hile the vending industry has 
seen its centennial come and 
go already, with the first Egypt- 
ian vessel used to dispense holy 
water introduced in 215 B.C., 
the shifting sands of modern 
commerce and_ technology 
have left open the question of 
what the next 100 years will 
bring. 

That uncertain future was 
undoubtedly on the minds of 
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Eric Lecompte of Polyvend checks out the race car in the 
Kellogg booth as driver Flink Brown watches closely. 





Sonny Sheehan (I) watches as Ultra Lift’s George Dabb 
dances on the table top. 





approximately 8,000 attendees 
who showed up at the fall 
NAMA (National Automatic 
Merchandising Association) 
Convention and Trade Show 
held in Atlanta on Nov. 3-5. 

Addressing the issue for 
those at the show was a slide 
presentation entitled “What 
Your Customers Think About 
Vending” put on by Technomics 
Inc. of Chicago. 
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Libby Palmer accompanied her parents Thetwomenin suits, Butch Bruner (I) The KIC Products staff, (I-r): Craig Barry, 
to the show and enjoyed the Capcom and Tom Heyn did their best to explain Pamela Beason, and Richard Rzasa. 
Instant Memories photo booth. all they could about Imonex. 


oaQion 


Lock & Hardware Company Inc. 
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TN 
Marcel Lasover of Worldwide Security Ore-ida's manager for vended prod- John Ongena (I) of Honor Gard shows 
Devices helped Peggy Wilczynski of ucts, Karl Roberts welcomes “The Pres,” his security bag to Chris Raddatz. 
Skis at the Baton Lock booth. a Bill Clinton look-a-like. 





ad - = : - 
Bill Willis (r) of BRW explains it all to a group from Canteen From left: Bobby Goodwin, Tom Taylor, and John Taylor of 
Services. Convenient Vending Service with Tom Kozlik, VP Project 
Manager of Rowe International. 





Here are just a few of the eOf the recent users, the ra- eAs might be expected, ciga- 
things revealed by the firm’sre-  tionale put forward by 55 per- rette vending is significantly 
cent survey: cent was that nothing else was’___ lower; only six percent of users 

eUse of vending machines is_ available. purchased cigarettes from a 
down. Of those surveyed, only eThe vast majority of purchas- vending machine. In 1981 that 
38 percent were recent users of es were soft drinks with candy figure was 27 percent. 
vending machines, compared andsalty snacks coming in sec- eWhile public perception of 
with 44 percent in 1981. ond and third respectively. vending machines in terms of 
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Per Lundin of Scan Coin was proud to 
show his new coin counting unit. 


ee 


Coca-Cola draws attention 


convenience and reliability has 
improved, the perceived diffi- 
culty of getting a refund re- 
mains a problem. 

eVending faces increased 
pressures as aresult of employ- 
ee cutbacks in offices, a more 
dispersed workforce, and more 
fast-food convenience-type out- 
lets. 

eCustomers would increase 
the amount they spend on 
vending if there was a wider va- 
riety of offerings, better value, 
more convenient locations, im- 
proved quality and freshness, 
and brand name products 
available. 

However, in spite of some 
gloomy findings by Technomics 
there was plenty of business be- 
ing done—and plenty of fun be- 
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with its new IooK. 





Bob Sundstrom demonstrates how 
easy the Nortech Easylift works. 





ing had—on the 80,000-square- 
foot show floor that featured 
281 exhibitors including 61 
newcomers to NAMA. 

Show attendees saw a 
plethora of new and innovative 
products and got a taste of 
some novel promotional tech- 
niques as well. 

Kellogg for example recruit- 
ed NASCAR race driver Flink 
Brown, and his car, to help mar- 
ket its products, while visitors 
at the Frito Lay booth got a 
chance to play a UB-QB football 
toss game for NFL team jackets 
as prizes. But the crew at Ore- 
Ida took top honors for promo- 
tion with the commander-in- 
chief himself (or the next best 
thing in the form of a Bill Clin- 
ton look-a-like) there to pro- 
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es een 
Bob Dickerson (r) of M & M/Mars with 


Aaron Schwah (c) and Craig Schwah. 





NAMA’s show floor gets bigger and bigger each year. 


mote its product. 

On the technical front, soft- 
ware systems for monitoring 
and managing vending busi- 
nesses are becoming increas- 
ingly popular just as they are in 
other business sectors. That 
was dramatically demonstrat- 
ed by the presence of more 
than 10 firms exhibiting related 
products, everything from win- 
dows for vending to wireless re- 
mote monitoring. 

Another widely seen trend, 
diet consciousness, has taken 
the vending industry by hold as . 
well. Food and drink vend 
items at the show tended to the 
healthy side with a wide range 
of low-fat and no-fat snack 
items and fruit juices on dis- 


play. 
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Here's an abbreviated look at 
some of the new products that 
were on display at the show: 


Vending machines 
Automatic Products: 

The newest addition to its 
product line is the LCM4 Glass- 
front Merchandiser with three 
snack/candy shelves and 10 
cold can drink selections. The 
top three shelves can accom- 
modate five snack selections or 
10 candy selections each. 
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Fastcorp: 

Six years of research and de- 
velopment went into Fastcorp’s 
F631 Frozen Merchandiser, a ro- 
bot-controlled vending ma- 
chine with no spirals, convey- 
Ors, Motors, or other 
dispensing mechanisms in the 
freezer. The robot’s motors, 
sensors, and switches float 


above the freezer in room tem- 
perature alr. 


Pd 


Glasco: 

Complementing its line of 
snack and drink dispensers is 
the GIC-4 Ice Cream Merchan- 
diser that features four selec- 
tions. The dispenser accommo- 
dates standard ice cream bars 
as well as larger gourmet 
items. 
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LA Vending: 

Featuring three tops and two 
different bases available in 
three colors, LA Vending’s new 
Elegance spiral gumball ma- 
chines featured at NAMA 
comes with a one-year warran- 
ty and a five-year mechanism 
warranty. 


PLAY METER 





M&M Mars: 

Two new branded vending 
machines made for the compa- 
ny were presented. They were 
the refrigerated MVC600 con- 
fectionary, which keeps up to 
650 products at 61 degrees, and 
the MFF 400 ice cream vender, 
which can offer up to 10 selec- 
tions and can hold up to 296 
products. Both machines are 
fully outdoor siteable. 
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Polyvend: 

On display were the new Food 
King 900, a carousel food dis- 
penser, and the Snack-Food 
Combo, which combines both 
product lines in one compact 
machine. 
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Rowe: 

Along with its 550 unit, Rowe 
was showing its new 551 Sundry 
Vending machine. The sundry 
product options range from 
pantyhose and sunscreen to 
tennis and golf balls and even 
CDs. Rowe also presented the 


SBC-2 bill changer designed for 


smaller locations. 


*1 and $5 BILLS 


: 
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Intercard: 

The new Intercard teller 
both dispenses and adds value 
to the card, which can be used 
for a wide range of vending op- 
portunities. The system will 
lower operational costs and cut 
down on the problems associat- 
ed with cash and coin ex- 
changes. 
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Vendors Exchange: 

The company is now the ex- 
clusive distributor for Aristos 
Beverage Dispenser and Avant 
Garde Ice Cream Vending ma- 
chine, which were displayed. 
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Vending accessories 
Danyl Vending Systems: 


In trying to capture the mar- 
ket on low-value cash vends, 
Dany] introduced its new smart 
card controllers for snack and 
beverage venders. The stored- 
value debit card system is com- 
patible with most single- and 
multi-priced venders. 


U-Select-It: 

For those areas where space 
is limited, the company has in- 
troduced its slim unit, Can Mart 
IT. With six selections, the game 
measures 72” high x 26-5/8” 
wide x 31-1/4” deep. 


Scan Coin: 

The Scan Coin 4000, a new 
generation of coin sorting and 
processing, displays an animat- 
ed representation of the level of 
coins being processed into the 
eight bagging stations. With a 
wide range of options, the new- 
ly displayed processor can sort 
up to 4,000 coins per minute. A 
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Left: 

LA East's president 
Eileen Schembri 
and vice president 
of sales Steve De- 
viin are the driving 
forces behind the 
company, which 
was formed in the 
late 1980s to meet 
a growing need in 
the electronics 
field. 


Right: 

Service technician 
and installer Do- 
minic Cubranich 
works On a wall of 
video screens. LA 
East has recently 
provided its ser- 
vices in develop- 
ing such video 
walls for a nation- 
al shoe store 
chain. 


COMPANY PROFILE 


LA East brings harmony 
to electronic systems 


reat chefs bring their experi- 
ence, knowledge, and imagina- 
tion to the process of creating 
dishes that in the end are far 
greater than the sum of their 
ingredient parts. 

In fashioning integrated au- 
dio/visual systems that go far 
beyond simply hanging juke- 
box speakers or video screens, 
the Hatfield, Pa., firm LA East, 
Entertainment Advanced Ser- 


vice Technologies Inc. does 
much the same. 

The company staff members 
draw on their own expert 
knowledge and experience in 
the growing field of integrated 
systems to bring the appropri- 
ate components together so 
they work in literal harmony. 

“Ideally what you'd like, es- 
pecially in the commercial end, 
is to make the system as auto- 
matic as possible, in essence 
making it hands free,” explains 
vice president of sales Steve 
Devlin. “We do a lot of commer- 
cial installations. This could en- 
compass anything from hospi- 
tals to commercial entities such 
as Supermarkets.” 

Over the past year the com- 
pany has been working on 
video walls for Foot Locker 
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shoe stores in a number of the 
nation’s major metropolitan ar- 
eas. 

While LA East, with a small 
staff of six, installs the systems 
and provides technical assis- 
tance, the company utilizes a 
national service organization 
to handle follow-up, on-site 
work in all but the nearest 
states. 

LA East also does design 





work, primarily for audio sys- 
tems, working with the techni- 
cal staff of family fun centers or 
theme parks. In looking at a fa- 
cility's needs, they will design a 
system “down to the wiring dia- 
grams, Devlin said, and do 
everything short of actually in- 
stalling the system. 

Such designs allow for zoned 
control of sound and the ability 
to page and broadcast periodic 
voice announcements in facili- 
ties as small as two rooms and 
as large as an outdoor theme 
park. “There may be a jukebox 
involved but it’s only one com- 
ponent,’ says Devlin. 

Even when dealing with a 
jukebox sound system many 
factors must be taken into con- 
sideration including the loca- 
tion's square footage, existing 
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Providing key in-house support is controller Melissa Kelly. 


equipment, and clientele, ac- 
cording to Devlin. “Pizza Hut is 
going to have different needs 
than a college bar.” 


The rise of the CD jukebox 

LA East is a subsidiary of 
Landsdale, a music and games 
operation formed in 1957 by 
Sam Schembri in Hatfield. LA 
East is owned by Schem- 


bris daughter, Eileen 
Schembri. 
The company was 


formed in 1988, shortly 
after the introduction of 
the CD jukebox, to filla 
growing market, which 
included the need to in- 
tegrate CD jukeboxes 
with in-house location 
sound systems. 

“I started with Landsdale in 
1984 and after a few years with 
the company we started seeing 
these different needs,” Devlin 
recalled. “That got us started, 
getting into basic AV installs for 
Landsdale’s coin-op clients. It 
was a nice marriage. One hand 
helped the other. Say if Joe’s 
Corner Bar wanted to put upa 
couple of TVs, we could do that 
too. 

“Once you got into CD, the 
Signal quality was so good, 


PLAY METER 








Secretary Sherry Rizzo is a crucial member of the LA East 
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team, handling the company’s day-to-day business. 


there was more of a need to 
make the jukebox part of the 
in-house system. That was the 
incentive for us to do our cata- 
log.” 

LA East’s catalog is a listing 
of quality medium range price 
components, which the compa- 
ny will distribute and integrate 
into a custom system for its 


e¢ ideally what you'd like, 
especially in the commercial 
end, is to make the system 
as automatic as possible, 


in essence making it 
hands free. 9% 


clients. Developing a jukebox 
system, for example, can range 
from installing new relays to 
designing a sophisticated, mul- 
tiple-input system. 

But that investment can 
bring the operator and the lo- 
cation owner together in a 
more valuable partnership, 
providing additional incentive 
to showcase the jukebox. That 
in turn equates to more play- 
time and added revenue. 

“The bottom line to making 
money on a jukebox is records,” 
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says Devlin. “The second thing 
is great sound.” 


Promoting quality and 
avoiding alienation 

The kind of integrated juke- 
box system which LA East can 
provide will pay additional divi- 
dends from a standpoint of 
quality, according to Devlin. 

In the past, there was 
less reason to look at this 
factor because 45s did not 
have the same top-notch 
signal quality, and what 
was there wore out over 
time. So in many cases 
little attention was given 
to the system as a whole. 
One of the main changes 
in recent years is the so- 
phistication of listeners, who 
have experienced CD sound in 
their own homes. “They have a 
certain expectation of how a 
jukebox is going to sound,” said 
Devlin. “If it doesn’t sound 
good, they are going to be 
turned off.” 

CD jukeboxes have opened 
the doors to other venues as 
well, and that has brought 
about the need for more sophis- 
ticated controls. Ironically, the 
strength of the jukebox may 
also be its main weakness— 
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whoever pays the dollar gets to 
choose the songs. 

“It opened up the doors to 
take jukeboxes places where 
they hadn’t been, maybe a 
place that already had a good 
sound system, like a _ nice 
restaurant,” Devlin said. “But 
there’s always that possibility of 
someone walking up and play- 
ing a Van Halen tune right be- 
hind Frank Sinatra.” 

With the right system design, 
and a commitment to imple- 
ment that system, such situa- 
tions can be controlled without 
employees having to rush back 
and forth to the volume ad- 
juster. The noise level can be 
modulated or even zoned from 
restaurant to lounge. 

On the other end of the spec- 
trum, a well integrated speaker 
system can make it possible for 
a jukebox to overcome the din 
of crowded bar through proper 
sound distribution without 
overpowering the listeners. “If 
it’s really laid out well, it’s not 
going to be ear splitting to com- 
pensate for the additional 
noise,” Devlin explained. 

Finally, a good system can 
help overcome the inertia of 
hesitancy from customers 
when the jukebox is not being 
played. In those instances TVs 
and radios are often in use to 
supplant dead air in bars and 
restaurants. 

“A lot of people are intimi- 
dated to walk up to the box...but 
you want the jukebox to take 
priority,” Devlin said. “On a 
simple level, there’s a little re- 
lay you can use that will cut off 
another source when the juke- 
box is played and turn it back 
on when play is completed.” 

These kind of features can go 
a long way toward avoiding any 
alienation which might be 
caused by the jukebox for ei- 
ther the customer or the loca- 
tion owner. The last thing a 
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While the service and installation work of technician Dominic Cubranich may be 
done behind the scenes, LA East's clients and their customers reap the benefits by 
way of excellent audio and video entertainment. 


jukebox should prompt, ac- 
cording to Devlin, is a “turn- 
that-thing-off” response. 
However, attacking such 
problems takes the kind of 
careful planning and expert 
knowledge that the staff at LA 
East, which includes several 
former service technicians, 


sign in the necessary infra- 
structure. It doesn’t cost that 
much to add afew components 
later. We do that a lot.” 

So what does the future hold, 
particularly in the field of juke- 
boxes? 

“The combination of audio 
and video is already out,” De- 


ee The bottom line to making money 
on a jukebox is records. The 
second thing is great sound. % 


have to offer. It also takes fore- 
thought on the part of develop- 
ers looking to include enter- 
tainment outlets in their 
facilities. 

“We respond to the same 
problems that the coin-op guys 
do,” Devlin noted. “AV is rarely 
a priority for anew business. A 
lot of times we're called in near 
the end of the job. They want a 
four-course meal for the price 
of a cheeseburger. But you have 
to put in a good skeleton. You 
can always flesh it out later. The 
important thing is to first de- 
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vlin responded. “The trick will 
be to combine them in a juke- 
box form. I don’t know where 
it’s headed. There’s a lot of new 
technology out there.” 

While the future may be un- 
certain, LA East, with it feet 
firmly planted in both of these 
technological arenas, is sure to 
be there when it does happen, 
ready to meet the challenge 
those developments will bring 
in the way of making them part 
of a coherent whole. A 
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John Zoller and Darby Russo Say it 
takes a large staff to produce a state 
tournament. Here’s living proof. 


XS 


John Zoller (r) officiates for, (I-r): Greg 
Perrie, Shane Coffee, Bill Partridge, and 
Evan Stachelek. Champion Terry Moore 
is in the background. 


SOUGHT LIGHT 


Competition in Expert Doubles draws a 
crowd for Dominic Musso and Chris Still 
of Baton Rouge and Terry Rue and Ter- 
ry Scott of Lafayette. 
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Louisiana stages state 
foosball championship 


or three days foosball excite- 
ment permeated Kenny's 
Key West in Metairie, La., as 
over 300 players gathered for 
the 4th Annual Louisiana 
State Foosball Tournament 
Oct. 7-9. 

John Zoller and Darby 
Russo organized, officiated, 
and competed in the event, 
which featured 10 standard 
categories and two specialty 
categories of competition. 

Top-ranking players from 
around the country traveled 
to the Bayou State for the oc- 
casion. Winners in the major 
categories were: 

Open Doubles: 1st—Todd 
Loffredo and Terry Moore, 
2nd—Russ King and Bobby 
Diaz, 3rd—Shane Coffee and 
Greg Perrie. 

Open Singles: ist—Greg 
Perrie, 2nd—Todd Loffredo, 
3rd—Tommy Adkisson. 

Expert Doubles: 1st—Jack 
Simpson and Corey Clement, 
2nd—Chris Still and Darby 
Russo, 3rd—Gerry Herring 
and Andy Shirley. 

Expert Singles: 1st—Sam- 
my Dill, 2nd—Terry Rue, 
3rd—Mark Duhe. 





Husband and wife team Randy and 
Angie Bentley of Orange, Texas, set up 
for doubles competition. 
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Women’s Doubles: 1st— 
Cammy Carter and Cindy 
Stuart, 2nd—Stephanie 
Dean and Lizz Hill, 3rd—Liz 
Trotter and Patricia Morales. 

Open Mixed Doubles: 1st— 
Todd Loffredo and Cammy 
Carter; 2nd—Tommy Aqd- 
kisson and Lizz Hill, 3rd— 
Beth Myer and Greg Perrie. 

Rookie Singles: 1st—Safi 
Shiber, 2nd—Bryan Chauvin, 
3rd—Hung Nguyen. 

Rookie Doubles: 1st—Safi 
Shiber and David Thille, 
2nd—Tracy Howard and Gary 
Howard, 3rd—John Crawford 
and Mike Burkell. 

Amateur Doubles: 1st— 
Micah Odle and Mike 
Burkell; 2nd—Laurie White 
and Donnie White, 3rd— 


James Mcafee and Ron 
Harden. 
Amateur Singles: 1st— 


Chris Whittaker, 2nd—Mark 
Matarese, 3rd—Jack Simp- 
son. 

Bill Partridge and Liz Trot- 
ter won the $1,000 Draw 
Partner event; Dan Corcoran 
and Tommy Adkisson won 
the Second Chance Draw. A 





Competing in Mixed Doubles, (I-r): Ron 
Hardin and James Mcafee and John 
Melton and Janine Guercia. 
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A sample of the 
fighting action in 
Killer Instinct by 
Midway. 


Greg 
Reeves 


PERSPECTIVE 





Masterful moves key 


to new game success 


ne thing that never ceases to 
amaze me is the speed at which 
some players master a game. 
Any fighting game worth men- 
tioning from the last few years 
contains at least two or three 
special or combination moves 
per character, with the most re- 
cent entries sporting up to 10 or 
more! 

Granted, joystick/button 
combinations are similar in dif- 
ferent games, but how some 
players avoid confusing these 
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moves is beyond me. The first 
game featured this month con- 
tains plenty of hidden features. 
It would require weeks of play 
for me to learn and distinguish 
some of the combos. However, 
it was mastered and turned 
over three times by a certain 
player before he gave the game 
over to me because he was 
tired. And it had only been on 
location for two days! 
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There have always been high 
score masters, but it seems to 
me that they get better as 
quickly as the games become 
more difficult. 


Killer Instinct 

Theme: Nintendo has re- 
turned. After pulling out of the 
arcade game market in favor of 
home systems, Nintendo is 
back in partnership with 
Rareware and Midway to re- 
lease the most visually stun- 
ning standard fighting game to 
date. 

For starters, the graphics 
capture the imagination. One 
or two players can choose from 
10 characters, including a 
werewolf, ninja, cyborg, Indian, 
and lava man, among others. 
There is very little story, but 
none is needed since one look 
at the game reveals its true 
purpose. 

Battles take place atop build- 
ings in futuristic cities or waste- 
lands, in alleys, and on bridges. 
Victory over all nine opponents 
and a duplicate of one’s own 
character, as well as discovery 
of the highest number of combo 
moves possible, are the player’s 
goals. 

Graphics: This is another 
hard-to-describe-with-words 
game. Nintendo's Ultra 64 sys- 
tem features all computer-gen- 
erated graphics that make per- 
fect 3-D realism possible in 
Characters and backgrounds. 
What takes this game beyond 
something like Sega’s Virtua 
Fighter is its color and texture, 
in addition to polygons that 
achieve a plastic and glowing 
look to everything on the 
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screen. In fact, the high-resolu- 
tion graphics make the screen 
appear to be a window with the 
scenery beyond it. 

The camera automatically 
zooms out as fighters move 
away from each other, reveal- 
ing the depth of the battle area. 
Character movement flows 
smoothly, giving the appear- 
ance of weight when jumping. 

Everything on the screen has 
a tangible look, as if it could be 
touched. Perhaps the best art- 
work is in the title sequence 
and attract mode. With cinema- 
like brilliance, the game logo 
appears on the screen, followed 
by all 10 characters displaying 
their fighting abilities and 
stances, courtesy of computer 
animation. 

Controls: The common six 





time, meaning that movements 
appear slower as the camera 
zooms out, and there are no 
dramatic slow-motion finishes 
as in real life. 

Points are scored for the 
highest number of combos, 
starting at three hits all the way 
up to those in the 20s. There are 
no rounds; game play continues 
until one character loses all life 
twice. A learned finishing move 
may then be executed. 

Summary: Despite attempts 
to reduce game violence lately, 
Killer Instinct is the definitive 
fighting experience. Cool char- 
acters, lots of blood, and de- 
structive finishing moves are 
proven to be what players want. 
This game has all three in 
abundance and already draws 
a crowd. 


S 


AIF oe 
. 


Taito’s Hattrick Hero ‘94 features varying soccer field textures. 


buttons are preserved here, 
though in the format of quick, 
medium, and fierce for either 
high or low attacks. The type of 
attack varies among kicks, 
punches, weapon strikes, or 
bites, depending on which 
fighter is chosen. The multiple 
combo moves or special dis- 
tance attacks are accessed by a 
combination of these buttons 
and the joystick. The dedicated 
cabinet is as attractive as the 
game itself and houses the 
patented DCS sound system. 
Game Play: No fancy stories 
or explanations are given once 
the credits are displayed. Com- 
bat begins right after character 
selection. The action is real- 
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Hattrick Hero ‘94 

Theme: The first entry in 
Taito’s new interchangeable 
software unit, the Cybercore 
System, is an update of an older 
game based on international 
soccer competition. Thirty 
countries are represented, 
each with uniformed team 
players boasting unique char- 
acteristics. 

Three-minute games are 
played, with the winner pro- 
gressing to the next match. The 
kit is full of details, including 
different coaches per team, 
rough play penalties, instant 
replays, and varying soccer 
field textures. 

Graphics: The screen cam- 
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era shows the field from the 
sidelines and above the ground. 
This way the scrolling is right 
and left and the screen portion 
of the field is fully visible from 
front to back. The long end of it 
would be about four screens 
wide, so constant movement is 
important to score in the short 
time frame. Teams are distin- 
guished by clothing, skin, and 
hair color, but all have exagger- 
ated features typical of the 
Japanese animation style. 

Controls: Like many sports- 
themed games, Hattrick Hero’s 
buttons have a dual function, 
depending on offense or de- 
fense. When in possession of 
the ball, button A allows a kick, 
button B performs a pass to an- 
other team member, and but- 
ton C activates a special move 
chosen earlier in the game. 

Defensively, button A lets the 
player slide to steal the ball, 
and buttons B and C enable 
rough play against an oppo- 
nent. The joystick controls the 
team member being used and 
the direction of the ball across 
the field. 

Game Play: The best aspect 
of the game is here. Character 
control is easy—an icon and ar- 
row constantly remind the 
player which character he is 
using and what direction he is 
running. The goalie is con- 
trolled by the computer and 
there are always teammates 
nearby for a quick ball pass. 

The three minutes allotted 
will continue unless the ball is 
kicked out of the field or into 
the goal, where a throw-in or 
kickoff, respectively, then oc- 
curs. Rough play is interesting 
because an obvious knock 
down stops the game and a yel- 
low or red card penalty is given 
to allow the opposing team a 
free kick. 

At the beginning of each 
match the player can choose 
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one special move to use during 
the game when pressing button 
C. Among the 10 or so special 
moves are Super Dash and Su- 
per Shoot to score an easier 
win, or Super Guard to in- 
crease protection of the play- 
ers goal. After a point is 
scored, the computer replays it 
in slow motion without the 
crowd noise. 

Summary: There were four 
or more soccer-themed games 
at AMOA Expo ‘94. It is unfortu- 
nate that collections and player 
interest are not as great as the 
games themselves. 


Red & Ted's Road Show 

Theme: In the tradition of 
lighter-themed pinball games 
from Williams, Red & Ted’s 
Road Show is based on a pair of 
construction workers who op- 


SPECIAL NOTICE! 


Purchase your used Equipment 
from: 


New ORLEANS 
Nove tryCo. 








@ In business for 60 Years 


International reputation for 
selling the finest used videos, 
flippers & amusement games 
available anywhere. 


each and every game 
beautifully refinished like new. 


@Get on our mailing list for our 
latest price bulletins or call 
Celie for latest prices. 


3030 No. Arnoult Road 
Metairie, LA 70002 


(504) 888-3500 
FAX: (504) 888-3506 
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Jason Lapene gets a kick out of Red & 
Ted's Road Show by Williams. 


erate a runaway bulldozer. Red 
(voiced by country singer Car- 
lene Carter) and her co-worker 
Ted are the two stars of 
Williams’ patented PinMation 
concept, and serve as the play- 
er’s guide to destroying roads 
and cars countrywide. 

On the way to the West 
Coast, the player can go 
through the days of the week to 
get his paycheck, explode dy- 
namite in the blast zone, cause 
vehicles to jump the “bridge 
out” ramps, and smash taxicabs 
in traffic. 

Features: The most notice- 
able features on the playfield 
are the two animated heads of 
Red and Ted, hardhats and hair 
included, which serve to guide 
and inform the player during 
the game. Just as in Williams’ 
Fun House, the ball can hit the 
faces and heads of the charac- 
ters, aS well as go into their 
mouths, causing gagging 
sounds. 

There is a bulldozer shovel 
target in front of Ted’s face that 
progresses the weekday when 
hit, but lifts up to expose his 
mouth when multiball com- 
mences. Two “bridge out” 
ramps are on the left and right 
sides of the field, and an extra 
plunger fires the ball onto Ted’s 
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head for a skill shot award. 
Lighted diagrams on the floor 
of the playfield display the day 
of the week, the city scheduled 
for wreckage, and the current 
play mode. 

Summary: The ramps and 
target scores pale in compari- 
son to the PinMation feature. In 
fact, Pinteractive would have 
been amore appropriate word 
since the actions of the charac- 
ters reflect the status of the 
game and the whereabouts of 
the ball. 

Along with the DCS sound 
system that plays songs that 
Red sings and the dot-matrix 
display, the player is easily able 
to keep up with the game 
changes. Williams has a solid 
reputation as a pinball manu- 
facturer; this is one of its best 
games. A 
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FRANK'S CRANKS 





What have we learned? 


Where are we heading? 


n three days, Alpha-Omega 
Amusements will be celebrat- 
ing its 25th anniversary. Being 
an operator surely isn’t the eas- 
iest way to make a living, but 
for me it is the most enjoyable. I 
look forward to getting up early 
every day and going to the of- 
fice or visiting a location to 
solve problems and think of 
new ways to improve this busi- 
ness. 

If you love what you do, you 
already have 50 percent of what 
you need to be successful. Ser- 
vice is what coin-op has always 


e When! look back over the past 25 
years, the products that we made 
money operating were just about 

everything but video games. 
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Frank Seninsky 


been all about. There are very 
few industries that can boast 
about their fine reputation for 
customer service. Most opera- 
tors provide 24-hour service. 
We work long hours at very low 
rates, especially when com- 
pared to, say a washer/dryer 
service call that starts at $50 
just to “take a look.” 

Most of us try to make our lo- 
cations happy even if it means 
losing money on that account. 
There is something special 
about being an operator. It’s a 
combination of hard work, pay- 
ing bills, (sometimes) making 
money, and charity every day 
all rolled into one. 

Now that we feel good about 
ourselves, what is our future 
going to be like? What kind of 
equipment will we be able to 
operate? Many operators have 
gotten used to operating up- 
right video games and have 
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learned to use conversion kits 
to extend the life of their equip- 
ment. I feel that this era is go- 
ing to come to an end very soon. 

There are several reasons 
why: presently very little R&D 
money is going into coin-op. 
This has been the case for the 
past few years as fighting game 
after fighting game has been 
released to the market. Video 
game revenues have been de- 
creasing and will continue to 
decrease aS more and more 
quality game are available to 
the homes. 

Gambling in the United 
States is increasing, and I see 
the day when there are casinos 
in every regional market and 
video lottery terminals in al- 
most every state. 

It will take years for the pub- 
lic to realize that gambling was 
not the answer for government 
to raise money and start to take 
drastic action to decrease the 
proliferation of gambling. Op- 
erators can't wait that long. We 
must go after new markets with 
new opportunities now! 

Every so often great games 
like Daytona, Mortal Kombat I, 
and Virtua Fighter are intro- 
duced, and our remaining play- 
ers put their money into these 
games. On some games, like 
Daytona, players spend even 
more so our location gross re- 
flects an increase for a while. 
But these players won’t go back 
to play the other games. We will 
lose these loyal players unless 
we have new exciting games to 
keep their interest and keep 
them playing. Do I need to tell 
you that we are losing players? 

In my last column, I dis- 
cussed how redemption games 
are earning good numbers for 
operators who have learned 
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how to operate them correctly. 
I see that many of the field 
video game techs (not the 
bench techs) refuse to acquire 
the new skills needed to repair 
redemption games. They have 
learned how to replace buttons, 
joysticks, power supplies, and 
tighten down control panels. 
But keeping redemption games 
in top operating condition re- 
quires a lot of patience and at- 
tention to detail. 

Redemption games must be 
kept clean, and all moving 
parts must be checked often. 
Many times it takes four hours 
to recondition a re- 
demption game. 
Operating redemp- 
tion games is very 
labor intensive. Not 
all operators are 
comfortable making 
a transition to re- 


demption. 
There are very 
few video game 


manufacturers left. 

The Japanese will 

decrease their man- 
ufacturing presence in the U.S. 
market as our market is be- 
coming very difficult for them 
to dominate. Don’t think that 
Japanese manufacturers won't 
try to dominate the U.S. operat- 
ing market, as they have al- 
ready begun that quest. 

This opens doors for new 
small manufacturers to fill this 
void. The majority of these new 
companies will make products 
for us other than upright video 
games. Operators will be able 
to operate different types of 
games and will probably be bet- 
ter off. 

When I look back over the 
past 25 years, the products that 
we made money operating 
were just about everything but 
video games. With all the rev- 
enues we took in from video 
games, we spent that and more 
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to purchase additional video 
games. So, I for one, won't feel 
too bad if the upright video 
market dries up or there are 
just a few new models put out 
each year that the players de- 
sire. 

But we still want to know 
where are we headed. A new 
breed of operator is in the mak- 
ing. This operator will have a 
technical background and be 
well versed in computers, 
banking/finance, accounting, 
law, marketing, promotions, 
and most important, getting 
along with people. Working di- 


e The new breed of operator 
will be able to assess a new 
market and create partner- 

ships and joint ventures with 

other companies enabling him 
to become a player in 


new markets. 9% 


rectly with the location will al- 
ways be important and this 
should never be forgotten. 

The new breed of operator 
will be able to assess a new 
market and create partner- 
ships and joint ventures with 
other companies enabling him 
to become a player in new mar- 
kets. This operator must know 
what is going on in coin-op 
around the world, for the oper- 
ating market has become glob- 
al. 

Finding secondary markets 
for used equipment will be- 
come a much bigger part of the 
job. In fact, it will be critical be- 
cause only top level equipment 
will make money. 

This new operator will be 
heavily involved in national and 
international associations and 
speak multiple languages. He'll 
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have to possess a thirst for 
knowledge. This operator is the 
role model of who we all need 
to strive to become. 

I have just outlined someone 
who is unrealistic. But my point 
is that operators of the future 
will need to excel in far more 
areas of business than we do 
now. Perhaps it will take two or 
three operating partners to be 
able to cover all these areas of 
expertise. 

All of the top glitz locations 
will be operated by the type of 
operator outlined above. The 
smaller street locations always 
will be best operat- 
ed by the small op- 
erator. But even 
these smaller oper- 
ators will have to 
know about comput- 
ers to download 
games, about bank- 
ing and accounting 
to get the required 
capital, about law to 
keep his locations 
from jumping ship, 
and about market- 
ing and promotions to get his 
fair share of the leisure enter- 
tainment dollar. 

If you think you are working 
long hours now, you will be 
working even harder to make 
these necessary changes be- 
fore you lose your business. 
Many of you will rise to the 
challenge. Some of you won't 
because you feel (rightfully so) 
that there are other things you 
could do that won't take as 
much effort. Whatever your de- 
cision is, I know one thing for 
certain: I am going to do my 
best to become one of the new 
breed of coin machine opera- 
tors. I hope to see many of you 
along the way. 

The past 25 years have gone 
by quickly. I hope that the next 
25 take a little longer! As al- 
ways...keep cranking. A 
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As others see us 


his article takes a look at the 
coin-op industry as seen by 
players—and fans! I have in- 
cluded comments from Steve 
Ofoz via internet. 

Much of this article contains 
text quoted directly from pub- 
licly available files; files that 
can be found on the internet. If 
you read this column regularly, 
you may have noticed that in 
addition to my telephone and 
FAX numbers, I now include my 
internet address at the end. 
That's right! I have a brand 
new, shiny internet address, 
and I’ve found some very inter- 
esting things along the I-Way. 
Some surprising things, too! 

For example, There is a 
“usenet” newsgroup called 
“rec.games.video.arcade.” <A 
newsgroup is where you can 
find information (or contribute 
information) of interest on a 
specific subject or topic. It was 
here that I discovered one of 
the most interesting things of 
all: copies of the monitor trou- 
bleshooting flowcharts that 
were published previously in 
Play Meter. I wonder how they 
got there. If the person who up- 
loaded it to the net reads this, 
could you e-mail me or give me 
a call? 

There is a great deal of inter- 
esting information about the 
coin-op amusement business. 
Here's a list of some of what’s 
available. By the way, you’ll see 
the term “FAQ” used quite of- 
ten. FAQ stands for “frequently 
asked questions.” As the name 
implies, the FAQ is a list of fre- 
quently asked questions and 
the answers to them. FAQs are 
dynamic, ever-expanding lists 
that are generally maintained 
by one person or a small cadre 
of dedicated volunteers. Con- 
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tributions, however, can come 
from dozens or hundreds of dif- 
ferent individuals. For that rea- 
son, you will often see small 
parts of an FAQ credited to a 
contributor such as : 

JoeBlow@delphi.com 
OF: 

snake@mit.edu: 
or something like that. 

Here are some examples: 

auction: Steve Ofoz’s “Buying 
from an Auction” faq 

cheats: The latest copy of the 
Definitive Arcade Games cheat 
sheet 

help: The RGVA Mailserver 
and FTP guide (from the FAQ) 

klov: The latest copy of the 
Killer List of Video Games 

mk: The Mortal Kombat 
moves sheet 

mk2: The Mortal Kombat II 
moves sheet 

nba: The NBA JAMS moves/ 
secrets sheet 

operator: Steve Ofoz’s 
“Buying from an operator” faq 

primal: The Primal Rage 
FAQ 

rampart: The Rampart help 
sheet 

faq: The rec.games.video.ar- 
cade Frequently Asked Ques- 
tions list 

samurai: The Samurai Show- 
down moves/hints sheet 

sf2 faq: The Street Fighter II 
FAQ sheet 

sf2 ken: The Street Fighter II 
Ken FAQ 

sf2 moves: The Street Fighter 
II Moves sheet 

ssf2: The Super Street Fight- 
er II FAQ and moves sheet 

tssf2: The Turbo Super Street 
Fighter II FAQ (how long can- 
this go on?) 

t2: The Terminator 2 help 
sheet 

virtua: The Virtua Fighters 
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help sheet 
I think the “Buying from an 
operator FAQ” is especially in- 
teresting because it shows an 
outsider’s perception of the in- 
dustry. Here is an excerpt: 
FAQ: BUYING FROM 
AN OPERATOR 
This FAQ is divided into 
Six sections: 
SECTION ONE: Where 
did all the games go? 
SECTION TWO: Who's 
who? 
SECTION THREE: Know 
your operator 
SECTION FOUR: Strate- 
gies for dealing with oper- 
ators 
SECTION FIVE: Wheel- 
ing and Dealing 
SECTION SIX: Miscella- 
neous questions 


SECTION ONE: Where did 
all the games go? 

Q: Why can't I find my fa- 
vorite game anymore? 

A: Simple. Your favorite 
video game doesn’t make the 
operator enough money to jus- 
tify the floor space it takes up. 
Perhaps you should have put 
more quarters in it when you 
had the chance. 

Sometimes games are re- 
tired due to high repair and 
maintenance costs regardless 
of their popularity. For exam- 
ple, Missile Command's large 
trackball was known to have 
problems with pins wearing 
down, and the HV flyback 
transformer in Tempest’s color 
vector monitor was notorious 
for its high failure rate. 

Regardless of the reason for 
its retirement, if you want to 
play, it’ll be up to you to find 
your game and buy it. Making 
this process simpler and easier 
for you was why we wrote this 
FAQ. 

Q: So why couldn't I buy it 
when it was in the arcade? 
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A: If you’re playing a game 
on the street, the game is still 
making money for the operator. 
We'll get into how much money 
in the next question, but keep 
in mind that unless you offer 
the operator at least three 
times the game’s monthly earn- 
ings, he won’t even consider 
selling it to you. 

Q: What happened to my fa- 
vorite game while it was at the 
arcade, and where did it go 
when it left? 

A: Here’s a rough sketch, 
based on the author’s experi- 
ences, of what the first few 
years of a game's life is like: 

An operator makes money 
by buying video games for 
$2,500 to $3,000 and running 
them for several months. Note 
that there are exceptions: Hard 
Drivin’ machines, for instance, 
can cost upwards of $10,000 and 
will be run for years. 

After the first week of opera- 
tion, the operator will probably 
have $200-$400 inside. If a game 
costs $3,200 and the operator 
gets $200 per week, it takes the 
operator 16 weeks to make 
back his original investment. 
Anything that comes in after 
that is pure profit. Unless you 
can offer the operator more 
than he will make from a ma- 
chine over the next three 
months or so, you can forget it. 

This is why you never hear of 
anybody buying new machines 
from an operator. After the op- 
erator has been running the 
game for about 18 months or so, 
the game becomes old. It does- 
n’t earn much, perhaps only 
$20-$50 per week or so. Since 
the operator has limited space 
in the arcade, the game will be 
replaced with a new game 
when an opportunity arises. 
The new game takes up no 
more space than the old one, 
but it earns more MONEY. 

Since the operator doesn't 
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know what to do with the old 
game, it usually gets dragged 
downstairs or thrown into a 
warehouse, where it sits un- 
used for several years, waiting 
to be sold, converted, parted 
out, or even taken off to the 
dump! 

Conversion is the process of 
turning one game into another. 
Ever wonder why you keep see- 
ing the cabinets for some of 
your old favorites with the 
“wrong game” inside ‘em? Con- 
versions are the reason. The 
more specialized the parts for a 
game are, the less likely they 
are to be converted. 

At the other end of the scale 
are JAMMA-based games, in 
which only the game logic 
needs to be changed; the con- 
trols and other hardware are 
completely interchangeable. 
These games are almost always 
converted quickly and reintro- 
duced to circulation. The 
longer a game sits in a ware- 
house, the more likely it is that 
parts of it will disappear, either 
for use in repairs (parting out) 
or for use in other conversions. 
As the game's earning poten- 
tial approaches zero, or as a lot 
of its parts disappear, it'll even- 
tually wind up in the dumpster. 

Not all of this news is bad 
news, though. When a game 
gets converted its boards are 
often left over. This is why ware- 
houses can be a good source for 
boards as well as complete 
games. We'll get into the risks 
and rewards of buying boards 
later on in the FAQ. For now, 
let’s stick to the sale of com- 
plete games. 

The sale of a game can take 
two forms: taken to auctions 
and sold to the general public. 
The general public includes 
other operators (who might 
have fewer games in their ar- 
cades and still want the game), 
or collectors (who often attend 


JANUARY 1995 


TECHNICAL TOPICS 


auctions and buy games there). 
See the Auctions FAQ for de- 
tails. The games can also be 
sold to collectors who manage 
to get into the warehouse. Get- 
ting you into that warehouse, 
and informing you on what to 
do when you get there,'is the 
goal of this FAQ: How to Buy 
from an Operator. 

If the game is not sold and 
the warehouse is full, the oper- 
ator will, without hesita- 
tion, throw the old game 
into the dumpster in or- 
der to make room for 
newer retirees. Again, 
the MONEY principle is 
at work. Newer retirees 
are more likely to com- 
mand a higher price 
(more MONEY) when 
sold, and the operator doesn’t 
want to spend MONEY on buy- 
ing more warehouse space. You 
will hear more about the MON- 
EY principle later. 


SECTION TWO: Who's who? 

Q: Who are distributors? 
What do they do? 

A: Distributors sell new (oc- 
casionally used) games from 
manufacturers to operators. 
Some distributors also perform 
repair, reconditioning, and 
conversion work for operators. 

Q: Who are operators? What 
do they do? 

A: Anyone who owns a video 
game and makes money off it is 
an operator. The guy who runs 
your local arcade is an opera- 
tor. The owner of the company 
which puts games in locations 
like your corner store is also an 
operator. Even the people who 
run Starcade at Disneyland are 
operators. Operators operate 
their games at locations to 
make MONEY. 

Q: Now that I know the differ- 
ence between operators and 
distributors, where should I go 
to buy my games? 
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A: Keep in mind that opera- 
tors consider collectors as 
small potatoes. They conse- 
quently dislike dealing with 
collectors and avoid it wherev- 
er possible. If an operator is un- 
willing to deal with you because 
he considers you to be small 
potatoes, the distributor (who 
often considers some operators 
to be small potatoes) is going to 
be even less amenable to deal- 


ee The MONEY principle is 

simple: OPERATORS LOVE 
MONEY. It’s a simple rule, but 

its importance cannot be 
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ing. It is possible to deal witha 
distributor, but it’s rare, and 
since the techniques used for 
dealing with operators and dis- 
tributors are roughly the same, 
the remainder of this FAQ will 
concern itself with dealing with 
operators. 

Q: Who are the collectors? 
(Okay, we are. So what do we 
do?) 

A: What we do should be ob- 
vious: we collect video games. 
Different collectors tend to 
have different objectives. There 
are three general classes of col- 
lectors out there: 

e Beginning collectors who 
Own one or two games and are 
looking to expand. This catego- 
ry also includes the people who 
have yet to start their collec- 
tions. Although we discuss auc- 
tions in a separate FAQ, we 
highly recommend them as a 
way to get started in the hobby. 
Even if you don’t buy anything 
at an auction, you'll at least get 
a feel for the state of the market 
in your area. And they can be 
great places to meet fellow col- 
lectors. 

e Intermediate collectors 
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who own between three to six 
machines and probably have 
converted at least one cabinet 
to play more than one game. 
Auctions and get-togethers for 
bulk buys are common ways of 
getting games at this stage. 

e Serious collectors who own 
more than six machines and 
have converted several cabi- 
nets. Serious collectors are of- 
ten starting small inventories of 
parts, and they proba- 
bly sell at least some of 
the games they fix. 
Most serious collectors 
acquire their wares 
through bulk buys with 
operators. Remember 
that these are only gen- 
eralizations. In your 
travels, you will likely 
encounter people who fit into 
more than one of these cate- 
gories. You may also encounter 
people who fit into none of 
these categories. This hobby is 
about video games, but it is not 
a video game. It doesn’t matter 
what level you're working at as 
long as youre enjoying your- 
self. 


SECTION THREE: 
Know your operator 

Q: What makes operators 
tick? 

A: Very simply. In fact, one 
word will suffice—MONEY. 

Q: So this is the MONEY prin- 
ciple, right? 

A: Right. The MONEY princi- 
ple is simple: OPERATORS 
LOVE MONEY. It’s a simple 
rule, but its importance cannot 
be overstated. MONEY gets you 
in the door, MONEY talks to the 
operator, MONEY pays your 
way when youre inside, and 
MONEY can even help you get 
your favorite game away from 
the operator at the lowest price 
possible. The strategy section of 
this FAQ will describe all of this 
(and more) in detail. 
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Operators own games to 
make MONEY. If operators 
were allowed to run porno 
shows on their games in order 
to collect quarters, they'd do it. 
Operators are not interested in 
the art of game design or the 
impact these games have on so- 
ciety. And they are certainly 
not interested in packaging up 
the boards for your favorite 
game and sending it halfway 
across the country for you or 
anyone else. Not when 
he can make several 
times aS much money 
letting players pump 
quarters into his 
games. 

AGAIN, ONLY ONE 
THING MATTERS TO 
OPERATORS GET- 
TING THE MOST 
MONEY OUT OF THE 
GAMES THEY OWN. 

Read that sentence 
again. You and I, how- 
ever, only want to 
wrestle our favorite 
games away from 
these operators. So how do we 
do it? Suffice it to say that what- 
ever the answer is, it lies in 
MONEY. This should be kept in 
mind as you read the remain- 
der of this FAQ, and should be 
foremost in your mind whenev- 
er you deal with an operator. 

Q: How do! contact an oper- 
ator? 

A: If you wish to use the 
phone, you can get phone num- 
bers from the following places: 

e The “Amusement Devices” 
and “Vending Machines” sec- 
tions of your Yellow Pages di- 
rectory is the best place to 
start. 

e Stickers on games which 
read something like “For ser- 
vice, call 555-5555.” Call one of 
these numbers and see who an- 
Swers. 

e The sides of trucks seen at 
auctions sometimes have 
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phone numbers and company 
logos written on them. 

e Go to an auction and put up 
a posting saying “MONEY FOR 
JUNK” with your phone num- 
ber on it. It can sometimes 
work wonders. If you're physi- 
cally present at the arcade, 
start working your way up 
through the ranks. Start with 
the person behind the coin 
counter or a technician. These 
front-line people can give you 
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information on what’s in the 
basement, and may be able to 
set you up with the arcade 
manager. Often a combined ap- 
proach (visit an arcade, ask a 
few questions, get a phone 
number, go home and call the 
next day) is the most effective. 
Q: Okay, I’ve got the phone 
number, but I still don't seem to 
be getting anywhere. What's go- 
ing on, and how can I do better? 
A: Getting the phone number 
is only half the battle. The 
whole organization of recep- 
tionists, technicians, and ar- 
cade managers is set up to pre- 
vent people from talking to the 
operator. The reason for this is 
that anything the operator 
could be doing would earn him 
more money than dealing with 
a collector, who is only likely to 
spend $100-200. For example, 
the average operator can take 
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in just as much money in a sin- 
gle day by leaving his phone off 
the hook and letting people 
pump quarters into a row of 
Mortal Kombat machines. 

If you are in an arcade, keep 
in mind that (in most cases) 
only the operator has the au- 
thority to sell you a video game. 
The arcade managers and tech- 
nicians generally do not. Al- 
though these people are often 
valuable sources of informa- 
tion, youll usually 
have to keep working 
at it until you reach the 
man at the top. 

One last note. OPER- 
ATORS NEVER RE- 
TURN PHONE CALLS. 
(Well, maybe not never, 
but trust us, it’s rare.) 
So if you manage to 
talk to one and want to 
continue dealing, you 
have to take the initia- 
tive. Some operators 
have also become 
jaded through deals 
with beginning collec- 
tors that never spent much 
money, expected perfectly- 
working games, and always 
wanted warranties. If this is the 
case for your operator, expect 
considerable difficulty in over- 
coming his prejudices if you 
wish to deal effectively. Some- 
times there’s just no winning, 
and you're best off trying your 
luck elsewhere. 


SECTION FOUR: Strategies for 
dealing with operators 

Q: I’ve made contact! What 
do I say I’m looking for? 

A: Don’t be overly specific. 
Telling an operator that you are 
looking for Battlezone simply 
tells the operator that he can 
ask any price he wants for it. 
This is a case of the MONEY 
principle working against you. 
On the other hand, if the opera- 
tor has no interest in the collec- 
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tor’s desired item, the collector 
can often buy it for next to noth- 
ing. 

The key is NOT TO BRING 
ATTENTION TO THE DESIRED 
ITEM. An excellent way of do- 
ing this is by including desir- 
able items in bulk buys. Indi- 
cate interest in “oh, some old 
Atari boards,” then buy a pile of 
them, even if half of them are 
for games you don’t really want. 
The Battlezone board will be 
much cheaper as a result, and 
you can use the rest of the 
boards for parts. 

The MONEY principle can 
also be used to your advantage. 
If you casually mention that 
youre willing to “clear out 
some space’ for him by “taking 
some old games off his hands,” 
you can improve your chances. 
After all, the operator is only 
going to be throwing the junk 
away in acouple of years. If he 
sees that he can save on stor- 
age or disposal costs by selling 
you something, you're in busi- 
ness. 

The higher the potential for 
making MONEY, the more ea- 
ger he will be to deal with you. 
Bulk buys (where you state that 
you re willing to buy three or 
more games, for instance), are 
especially attractive. Making 
purchases with cash sweetens 
the deal still further. He can see 
the MONEY right in front of his 
face, and he'll want to get his 
hands on it. 

The key is to convince the op- 
erator that he wants to sell you 
the goods. Ask him how much it 
costs to rent/heat the ware- 
house. Does he have space 
problems? Wouldn't it be nice if 
a dozen machines which he'll 
never operate again disap- 
peared and several hundred 
dollars CASH appeared in their 
place? (A hint: emphasize the 
word CASH.) 

Ask him why he still has 
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those ancient vector monitors 
around. Ask him if he even has 
any machines out that could 
use the parts sitting in the pile 
in the corner. Why pay to keepa 
batch of Defender boards when 
all your Defender cabinets have 
been converted to other games 
or scrapped? (A hint: make 
sure he tells you what is useful 
before you start rummaging 
through boards, otherwise his 
list of useful boards may grow 
during your conversation.) 

The whole idea behind this 
line of questioning is “Mr. Oper- 
ator, let me take’ these 
parts/machines that will not 
make you any MONEY (and will 
never be used to repair any- 
thing that makes MONEY), and 
which cost MONEY to store or 
dispose of off your hands. I’m 
even willing to PAY YOU MON- 
EY for the privilege of doing 
you this favor!” Once you ex- 
plain things that way (and espe- 
cially if you suggest a bulk buy), 
you should end up getting a 
great price. Generally, about 50 
to 75 percent of the stuff you 
take will be useful or valuable 
to you. The rest of it will proba- 
bly be useful or valuable to the 
other serious collectors on the 
net, so you can actually make 
some money yourself! 

The only problem you will 
encounter is that you have a 
limited time to select all the 
stuff you will haul off; this is dis- 
cussed in another question. 

Q: I’m in the warehouse. 
What now? 

A: Remember those old con- 
tests where the prize is a one 
minute shopping spree? That’s 
what you do. You hurry. Time is 
MONEY in the video game busi- 
ness, and you should know by 
now what MONEY means to an 
operator. Since’ collectors 
rarely have much MONEY and 
are often shunned by opera- 
tors, if you've managed to get 
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this far, you probably won't get 
a second chance. 

For instance, if you go to an 
operator and spend an hour 
and a half rummaging through 
old boards and play-testing half 
of the machines in the ware- 
house, take down some prices 
and then leave, the operator 
will probably feel that he didn't 
get enough MONEY for the 
time he lost in dealing with you. 
You probably will not be wel- 
comed back, even if you intend 
to buy this time. (The only times 
we ve heard of collectors being 
invited back for a second visit is 
when they purchased over 
$1,500 worth of goods.) 


SECTION FIVE: Wheeling 


and Dealing 
Q: Which games are most 
worth buying ? 


A: This is a tough question. 
The economics of supply and 
demand determine what is 
worth buying and how much it 
should cost. Both change often, 
but a good guide to what was in 
demand recently is the VAPS 
membership list. If it’s popular 
with VAPS members, odds are 
itll be popular among other 
collectors too. Ranges of sam- 
ple prices have also been sprin- 
kled throughout the text of this 
FAQ and can be used as guides 
to help you in your dealings. 
(Keep in mind these prices will 
eventually go out of date as the 
FAQ gets older.) 

Q: What parts will be the 
most useful if I don’t have much 
money or space? 

A: Cabinets are large, heavy, 
and difficult to keep around. 
They're also hard to sell to oth- 
er people. Go for monitors, 
boards, and control panels. 
Here's why: 

e If you trade equipment with 
other collectors, you get the 
first pick from the bulk deal 
and can keep the best stuff for 
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yourself. 

e It’s much easier to throw in 
a new board set and control 
panel on a game than it is to 
rewire a whole cabinet. See the 
Conversion FAQ for more de- 
tails. 

e Boards, being worthless to 
most operators, tend to be 
cheap. 

e You can sell most, if not all 
of your goods, on the net ata 
later date. This helps your hob- 
by pay for itself and also helps 
others (who may not have the 
time nor the inclination to doa 
bulk buy) to get the parts for the 
games they want. 

e You can use extra goodies 
as a source of spare parts for 
your games. Control panels are 
especially useful in this regard. 

e If you're dealing in non- 
working equipment, remember 
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the adage about spare parts 

e The more, the merrier. 
Even if you like to program with 
a soldering iron, youll want 
spare parts to swap in and out 
during the repair process. 

e A control panel and related 
boards occupy much less space 
than a complete cabinet. 

e If you’re buying JAMMA- 
compatible hardware, you 
don’t need anything more than 
the board, since one-cabinet- 
fits-all. See the question on 
building your own cabinet for 
more information. 

e If you're buying for friends, 
or are far away from home, you 
cut down drastically on ship- 
ping costs. See the section on 
shipping costs for details. Com- 
pare the volume and mass of a 
control panel and boards with 
its cabinet. Which would you 
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rather carry for 500 miles? 

e You avoid the horrible situ- 
ation of the operator/distribu- 
tor throwing the boards away 
when you aren't there. The next 
collector arrives and hears “oh, 
sorry, we threw a whole bunch 
of those out last month.” (If col- 
lectors got paid a quarter for 
every time they heard this line, 
they’d have more money than 
the operators.) 

Q: What risks are there asso- 
ciated with dealing in spare 
parts? What should I know 
about buying or selling boards? 

A: When buying from an op- 
erator, try to resist the tempta- 
tion to test the goods. If a board 
set is gathering dust in a cor- 
ner, both you and the operator 
can safely assume it isn’t work- 
ing. On the other hand, if you 
power up a board set and it 
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does work, you ve just told the 
operator that the board set is 
worth something. 

Once you've gotten your 
parts home, test them out. If 
they don’t work, don’t worry. If 
you have some knowledge of 
electronics, you may be able to 
fix them. Even if you can't, bro- 
ken boards can be sold on the 
net. There are people out there 
who can fix them. 

If you’re really worried about 
the condition of the boards and 
are willing to pay extra 
for working boards, you 
can still ask for testing. 
But keep in mind that if 
you're dealing in large 
quantities of boards, even 
the friendliest operator 
will not have time to test 
them all. Therefore, 
you'll still be buying 
boards of unknown con- 
dition. They may not work even if 
the operator says they will. 
Moreover, you are buying “as is.” 

If you intend to sell extra 
boards on the net, we recom- 
mend that you start small in or- 
der to get a taste of all the has- 
sles associated with just 
breaking even. For instance, 
everyone will want advice on 
how to hook up the game, and 
nobody will want to pay for 
shipping or handling. You may 
also have to deal with bounced 
checks and/or C.O.D. shipment 
hassles. 

This isn’t a money-making 
business. If you could make a 
killing in the used boards mar- 
ket, we wouldn’t need this FAQ. 
The operators would be selling 
used boards by the dozen right 
in the arcades. On the other 
hand, don’t let this scare you. 
The authors of this FAQ, who 
have done board deals in the 
past, have always found some 
use for most of the goodies 
they’ve picked up. Keep your 
wits about you, use common 
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sense, and you probably won't 
go wrong. 

Q: I want to deal in whole 
games. What is a reasonable 
price for a game and/or its com- 
ponents? 

A: Everything depends on 
where you live, but here is a 
general guide: 

e Once a game stops earning 
enough money to justify its 
floor space, its boards are gen- 
erally worthless to an operator. 
These games have no real value 


ee If you Casually mention 
that you're willing to “clear 
out some space” for him by 
“taking some old games off 
his hands,” you can improve 


your chances. 99 


except in terms of what they 
can be converted into. Conse- 
quently boards that are more 
than three years old should go 
for $10-20 apiece if you buy 
them in bulk. 

e Raster monitors go for $50- 
100 because operators can 
reuse them in other games. Al- 
though the required horizontal 
sync frequency can differ from 
manufacturer to manufacturer, 
the required changes to the 
monitor’s circuitry are minor. 
Operators’ technicians can 
perform these changes and 
thereby reuse the monitor. 

e Vector monitors, on the oth- 
er hand, are practically worth- 
less. Very few operators these 
days feel they can make money 
from these old vector games. 
Furthermore, since’ vector 
monitors operate on different 
principles than raster moni- 
tors, nothing on such a monitor 
is reusable. The only value a 
vector monitor has is its rarity 
operators know that collectors 
want these monitors, and con- 


111 


sequently they tend to go for 

$25-50 apiece in bulk deals. 
eOlder games (those over five 

years old) go for $150 to $300. 

e Newer games (between one 
and five years old) are worth up 
to $1,500. 

e Brand new games can cost 
up to $3,000. Note that rare 
games are an exception. Oper- 
ators know which games are 
rare and which games are pop- 
ular. Unless you are making a 
very large bulk buy (20 games 
or more), the operator 
will demand more for 
these games. 

Q: So now that you've 
said all that, what 
should I buy? Tell me 
quickly, because I’m in 
the warehouse now and 
only have about 15 min- 
utes or so to make up 
my mind! 

A: The moral of the story is: 

e Scarf any old boards you 
can find. 

e Scarf any vector monitors 
you can find, especially if you 
are interested in this type of 
game and are willing to buy or 
store spare parts. These parts 
are becoming rarer by the day! 

e Scarf any control panels of 
games you'd like to have, even 
if the board sets aren't there. 
This is particularly important 
in the case of rare or classic 
games. If you intend to become 
a serious collector, scarfing 
control panels of games is a 
must! 

e Be wary of buying raster 
monitors, especially if the mon- 
itors are new. Ask yourself why 
the operator is willing to give 
you a perfectly good monitor if 
he can put it into his next con- 
version, thereby saving himself 
$50- 100? 

Q: How much does it cost to 
ship a video game? 

A: Shipping a game costs 
$150 as a minimum, and up- 
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wards of $300 if you want a rep- 
utable company to do it. When 
people find out that their $200 
game is going to cost $300 to 
ship, they buy locally. Up to 90 
percent of all games traded on 
the net are bought and sold 
within a two-hour drive of the 
location of the game. If you’re 
buying for a friend, make sure 
they re willing to pay these 
costs. Otherwise you'll wind up 
with what they didn’t want to 
pay to ship and what you proba- 
bly didn’t want in the first 
place. 

If you want to ship the game 
yourself, the best method is to 
use a trailer. Trailers cost about 
$20 to rent, plus the cost of your 
gas, and unless you own a pick- 
up truck, they are by far the 
cheapest way to move a video 
game. A used trailer will cost 
about $300 and will probably be 
the most useful item in a seri- 
ous collector’s inventory. (The 
second most useful item, by the 
way, is an appliance-moving 
dolly or refrigerator dolly.) Al- 
ways keep in mind that boards, 
monitors, and control panels 
can be carried in the back seat 
of your car, so shipping costs 
are equal to the cost of gas and 
afew hours of your time. Also, 
keep in mind that shipping can 
be rough on old games. Expect 
to perform some minor repair 
work if your game has to be car- 
ried over long distances. 


SECTION SIX: Miscellaneous 

questions 

Q: Why hasn’t anybody start- 
ed a locator service on the net? 
Why won't people buy games on 
my behalf? 

A: Consider the following se- 
quence of steps, all of which 
would be required were sucha 
service to be set up. 

1) Find an operator who’s 
willing to deal. 

2) Get a price on a video 
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game from the operator. 

3) Advertise on the net 
through the locator service. 

4) Get areply via e-mail. 

5) Buy the game from the op- 
erator. 

6) Work out shipping and 
handling through the net. 

7) Snip. 

From the middleman’s per- 
spective: Notice that two visits 
to the operator are required. If 
operators tend to avoid collec- 
tors (because there isn’t 
enough MONEY to make it 
worth their while), what are the 
chances that our prospective 
middleman is going to get a 
second visit with the operator? 
If a dozen other people on the 
net manage to find the game at 
the same time, what are the 
chances that you (the person 
making the buy) will be the one 
lucky enough to make the sale? 
Not very good. You will either 
have wasted the operator’s 
time (because you didn’t buy 
the game) and you can forget 
about dealing with that opera- 
tor again, or you will be the 
proud owner of a game which 
you didn’t want in the first 
place. 

From the end buyer’s per- 
spective: Wait, I’ve got 10 peo- 
ple who want to sell me the 
same game and I! can only buy 
one. That means nine people 
who won't be eager to deal with 
me through the net again be- 
cause I just cost them their con- 
tact with their local operator. 
And I’ve also got to pay ship- 
ping and handling (upwards of 
$150-200) for a game of un- 
known quality ON TOP OF THE 
PURCHASE PRICE. 

I suppose I could have asked 
the sellers to send me a picture 
of the game through the (snail) 
mail first. But that would have 
cost more money, taken more 
time, and annoyed more opera- 
tors. Again, more people un- 
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likely to deal with me (to say 
nothing of the fact that most of 
the pictures were taken in dark 
warehouses and I couldn’t even 
see the game). 

From the net’s perspective: 
The problem with locator lists 
is that not all copies of the list 
can be updated simultaneously. 
The end buyer may forget to 
take the game off the list. Then 
someone else on the list finds 
the game and gets stuck with it. 
Often, the end buyer will forget 
to include the cost of shipping 
into their calculations and back 
out of a deal upon discovering 
that the cost of shipping ex- 
ceeds the cost of the game it- 
self. 

Q: If bigger is better, why 
doesn't the net organize group 
trips to warehouses? 

A: Group trips are good 
ideas in theory, but in practice 
they turn out to be very compli- 
cated. If you've ever organized 
a social gathering of net ac- 
quaintances (even if only from 
your local area), you already 
know what we mean. Now 
imagine how hard it is to get six 
different people to show up 
from halfway across the coun- 
try at a predetermined spot— 
on time—in order to go to the 
one and only meeting with the 
operator. 

Even if everybody makes it 
there on time, if all six people 
try striking separate deals with 
the operator, they’ll wind up 
taking too much of his time and 
the deals will fall through. If 
you do manage to organize a 
group visit, it’s a very good idea 
to make up a joint grocery list 
beforehand. Everyone involved 
must be prepared to contribute 
a certain amount of money fora 
given game. Once this is decid- 
ed upon, you can all visit the 
warehouse and offer one price 
for the entire list. 

Haggling over individual 
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games during a bulk buy is a 
very poor way to conduct busi- 
ness. The one-price-takes-all 
strategy will save the operator 
time, thereby increasing the 
chances that you'll be allowed 
back at some future date. 

Q: Can I build my own cabinet? 

A: Yes, but don’t expect to 
save money by doing so. It’s 
somewhat cheaper than ship- 
ping a cabinet, but it’s very 
time-consuming and the re- 
sults depend entirely on your 
carpentry skills. One of the au- 
thors has tried it at a cost of 
about $125, and it took about 
three weeks. None of the au- 
thors have heard about anyone 
else attempting this feat. There 
may be an advantage to build- 
ing your own cabinet if you 
have an interest in JAMMA- 
based games. For JAMMA afi- 
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cionados, a huge cabinet capa- 
ble of holding 10-20 boards 
would be of considerable value. 
Q: Anything else I should know? 
A: Connections and reputa- 
tions are the key to this hobby. 
For example, if you develop a 
reputation for being cheap (by 
buying only things you really 
need and when the pieces are 
in good condition), you won't be 
invited to go on all the bulk 
buys. On the other hand, you'll 
always be invited to go on the 
really high-quality buys, be- 
cause the other collectors will 
know you re likely to buy a lot. 
Keep in mind that you can 
develop both your reputation 
and contacts any way you like. 
The collecting community is 
not an old-boys network. If you 
develop a lot of contacts, you'll 
have areputation that'll get you 


more connections. 


The end of FAQ 

Well, there's lots more where 
that came from. There's a great 
deal written about pinball as 
well. Did you know that there 
are secret flipper combinations 
on pinball machines? Have you 
seen the cows? Check out the 
game archive by using ftp to 
wiretap.spies.com. I’m_ also 
starting to get a few technical 
questions on the net now. If 
you re “on-line” feel free to e- 
mail me: 

randyfromm@delphi.com. 
For more traditional communi- 
cation, call me at (619)593-6131 
or FAX (619)593-6132. By the 
way, for readers in Europe, my 
videotape training programs 
are now available in PAL for- 
mat. See you at the Arcade 
School! A 
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Amutec Kiddie Rides 
announces the release of 
its new product, Photo 
Ride, which is the world’s 
first fully automated ride 
that photographs a child 
during the ride and pro- 
duces a fully-developed 
picture at the conclusion. 

This allows the price 
per play to be set higher 
than almost any other 
kiddie ride. Neverthe- 
less, Photo Ride, accord- 
ing to the manufacturer, 
will likely outearn the 
number of rides on other 
conventional kiddie rides 
even at a higher price. 
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Ride features include 
self-colored fiberglass, a 
high-security door, steel 
fabricated chassis, all 
bearing movement, and a 
full one-year warranty. 

Photo printing comes 
in black-and-white or 
color. 

For more information, 
or distributor referral, 
contact Amutec Kiddie 
Rides, Unit 4 Enterprise 
Road, Golf Road Industri- 
al Estate, Mablethorpe, 
Lincolnshire, LN 12 1NB, 
England; (0507) 472765; 
FAX (0507) 473876. 


WHAT'S NEW 


Corvette, 
Red and Ted's Roadshow 


Midway introduces its 
new Corvette pinball ma- 
chine, cutting-edge enter- 
tainment that inspires 
greatness by capturing 
the spirit of a true Ameri- 
can original. 

The company is also 
presenting another new 
PinMation pinball game, 
Red and Ted’s Roadshow, 
featuring country-and- 
western star Carlene 
Carter as the voice of Red. 

Corvette features an au- 
thentic molded LI-5 en- 
gine on the main playfield, 
and players can control 
idling and revving. The 
goal of the game is to col- 
lect some of the most 
memorable models, in- 
cluding the 1953 Blues 
Flame six. 

A chance at Endurance 
Multiball, with three balls 
on the playfield at once, 
head-to-head racing, and 
special scoring modes, is 
also offered to Corvette 
enthusiasts. 

Game design allows for 
multitiered objectives 
against a bevy of high- 
speed drivers. A right-side 
ramp activates a series of 
challenges for high scor- 
ing action. Additionally, 
there’s a drag race be- 
tween moving minicars on 
a separate, elevated 
straightaway. 
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The game is equipped 
with a DCS Sound System 
music track, a complete 
range of dot-matrix ani- 
mation, and full choreog- 
raphy. 

Coming from a differ- 
ent perspective, Road- 
show features a running 
commentary between two 
PinMation characters. 
Red is a brassy country 
girl, and Ted is her two- 
steppin’ partner witha 
bad roadside manner. 

During the game the 
two travel to 18 different 
cities in their runaway 
bulldozer, crushing a few 
cabs in New York and par- 
tying at Mardi Gras in 
New Orleans. 

This latest SuperPin 
features four flippers, two 
plungers, plenty of multi- 
ball excitement, Williams 
DCS sound system with 
Carter’s hit “Every Little 
Thing” on the soundtrack, 
rainstorm and explosion 
effects that shake the 
game and rattle players, 
and an added buy-in fea- 
ture to keep the players 
coming back. 

For more information, 
or distributor referral, 
contact Midway Manufac- 
turing Co., 3401 N. Califor- 
nia Ave., Chicago, IL 
606 18; (312) 267-2240; FAX 
(312) 267-8435. 
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Killer Instinct, Cruis'n USA 








Midway announces 
two new games, Killer In- 
stinct and Cruis’n USA. 
The latter is available in 
sit-down, stand-up, and 
full-motion simulator 
models. 

With high-resolution, 
real-time fighting video, 
Killer Instinct showcases 
anew dimension in fight- 
ing game technology. 

The game features 10 
warriors built from 
scratch, each with a se- 
cret means of destruc- 
tion. Using an arsenal of 
multiple-hit combos, 
players fight for the glory 
in 3-D settings loaded 
with detail and hidden 
danger. 

Razor-sharp graphics 
and computer animation 
are powered by 64-bit 
technology, and music, 
dialogue, and sound ef- 
fects are delivered by the 
game's DCS Sound Sys- 
tem. 

Game dimensions are 
73” high x 28” wide x 40” 
deep. 

The Cruis’n USA full- 
motion simulator inte- 
grates virtual experience 
technology into a full-mo- 
tion driving game. The 
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fully interactive three-di- 
mensional UltraGraf X 
video system delivers 
high-resolution detail 
and 360 degree immer- 
sion which duplicates 
every curve, crest, and 
crash. All driving footage 
is scanned and recreated 
from videotape shot on- 
location throughout the 
United States. 

A pressure pad barrier 
is also included, ensuring 
bystander protection by 
halting motion if the safe- 
distance perimeter is 
breached. Game dimen- 
sions are 108” long x 46” 
wide. 

Both the Deluxe and 
Twin-Deluxe sit-down 
models contain all the 
same features except the 
three-axis motion mech- 
anism. They measure 80” 
high x 30” wide x 60” deep 
and 80” high x 60” wide x 
60” deep, respectively. 
The twin sit-down model 
also features linked play- 
ing. 

The stand-up version 
contains all the same fea- 
tures of the two sit-down 
models presented ina 
space-saving upright de- 
sign, and is linkable with 
other machines for head- 
to-head competition. 

For more information, 
or distributor referral, 
contact Midway Manufac- 
turing Co., 3401 N. Cali- 
fornia Ave., Chicago, IL 
60618; (312) 961-1000; 
(FAX) 961-1060. 


Skee-Ball unveils Car 
Toon Racin’, a one- or 
two-player redemption 
race game in which play- 
ers pit their pinball skills 
against another player. 

Players race their hot 
rod cars down an illumi- 
nated roadway to the fin- 
ish line in the competi- 
tion. The game has two 
exciting pinball playfields 
that contain a variety of 
stationary targets, jet 
bumpers, and a loop 
ramp. 

When successfully trig- 
gered, these features 
cause the player’s car to 
move forward at different 
speeds. Each ramp shot 
lights a letter in the word 
“Turbo” to give the player 
an extra boost of power. 

The game features col- 
orful graphics and a 
sound package including 
surfing style music, drag 
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racing sound effects, and 
voice prompts from the 
race announcer. Three 
dimensional molded cars 
and lighted flipper but- 
tons have also been in- 
corporated. 

The illuminated road- 
way with running lights 
which cycle upward give 
competing players the 
feel that the cars are 
moving at high speeds. 
Single players compete 
against a microproces- 
sor-controlled opponent. 

Ticket payouts and 
play times are adjustable. 
Car Toon Racin’ was de- 
veloped for Skee-Ball by 
Pearl Development Corp. 

For more information, 
or distributor referral, 
contact Skee-Ball Inc., 
121 Liberty Lane, Chal- 
font, PA 18914; (215) 997- 
8900; FAX (215) 997-8982. 
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antique Deluxe 60 








Gold Medal Products 
announces its newest 
popcorn and cart combi- 
nation, the Antique 
Deluxe 60 Special on a 36- 
inch steering cart. 

The six-ounce antique- 
style popper is equipped 
with a Love My Popper 
kettle, making it safe and 
easy to operate and 
clean. The kettle will pop 
120 quarts of popcorn per 
hour, and the stainless- 
steel kettle will keep the 
finish looking great. 

Another advantage 
when placing the popper 
on top of the cart: it can 
be plugged in anywhere. 
And the unit’s specially 
designed wheels allow for 
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difficult maneuvering. 

The longer cart also 
provides plenty of work- 
ing storage and serving 
space and functions as a 
self-merchandiser with 
old-fashioned popcorn 
lettering. 

The cart can be or- 
dered in red or white, 
and comes with a six-, 
eight-, or 12-ounce pop- 
per. 

For more information, 
or distributor referral, 
contact Gold Medal Prod- 
ucts Co., 2001 Dalton 
Ave., Cincinnati, OH 
35214; (513) 381-1313 or 
(800) 543-0862; FAX (513) 
381-1571 or (800) 542-1496. 


Lazer-Tron presents 
The Wave, a baseball- 
themed game in which 
players try to guide their 
coins down a vibrating 
field into the target holes 
in order to score base 
hits. 

Players hitting a sin- 
gle, double, triple, and 
home run in that order 
will be rewarded with 
huge bonuses. 

The game is fully oper- 
ator adjustable. Doubles 
are worth two times the 
base level. Triples are 
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worth three times that, 
and home runs take the 
jackpot. 

Other features include 
real major league base- 
ball sounds, progressive 
jackpots, adjustable skill 
level, and UL listing. 
Game dimensions are 26” 
wide x 60” long x 96” high. 

For more information, 
or distributor referral, 
contact Lazer-Tron, 4430 
Willow Road, Pleasanton, 
CA 94588; (510) 460-0873; 
FAX (510) 460-0365. 
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WHAT'S NEW 


Megatoucn Il 





Merit Industries pre- 
sents its Megatouch II 
program in their signa- 
ture touchscreen coun- 
tertop and upright prod- 
uct line. 

Megatouch II features 
new games, set-up op- 
tions, and promotional 
tools that are exclusive to 
the program. New games 
included are Royal Flash 
and Trivia Twister. 

Royal Flash combines 
the best of Run 21 and 
Poker. The player places 
cards on a five-by-five 
grid, one at a time to form 
winning poker hands 
both horizontally and 
vertically. Players catch 
on quickly to the strategy 
of going for flushes in one 
direction and pairs or full 
houses in the other. 

Trivia Twister cleverly 
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hides the answer to trivia 
questions in a maze of 
letters. Not only do you 
have to know the answer, 
but you must find it as 
well. Both of these new 
games have demonstrat- 
ed the universal appeal 
necessary to add in- 
creased earnings to the 
cashbox. 

Megatouch IJ also en- 
ables operators running 
high score contests to 
clear the high scores 
without opening the 
game, thus expanding 
promotional opportuni- 
ties. 

For more information 
contact Merit Industries 
Inc., 2525 State Road, P.O. 
Box 5004, Bensalem, PA 
19020-8529; (215) 639-4700; 
FAX (215) 639-5346, 


Point Blank 


Namco presents Point 
Blank, a high-action, non- 
violent gun game that 
uses an advanced Algo- 
rithm Sensing PCB. 

The system enhances 
the precision of each shot 
fired, making it one of the 
most accurate gun games 
in the business. The new 
.45 caliber-type gun with 
recoil action also pro- 
vides players with tactile 
feedback. 

With brightly colored 
weapons and a black- 
and-white target design 
on the cabinet, the game 
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grabs the attention of po- 
tential players. 

Players can choose 
from 50 different compet- 
itive, non-violent events, 
offering fun and excite- 
ment that will hold their 
interest for long periods 
of time. The game accom- 
modates either one or 
two players. 

For more information, 
or distributor referral, 
contact Namco-America, 
877 Supreme Drive, 
Bensenville, IL 60106; 
(708) 238-2248; FAX 
(708)238-9333. A 
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agazine 


Have your own copy of Play Meter Magazine 
delivered to your home or office. Call (504) 488- 
7003 or FAX (504) 488-7083 to start your subscrip- 


tion today. 


PLAY METER MAGAZINE e¢ P.O. BOX 24970 « NEW ORLEANS, LA 70184-9988 


Yes! | want to receive every issue of Play Meter. Please enter my 
subscription as shown below: 


() Mr.) Ms. Name 
Street 


City 
Zip 
Signature 


Title 
Company 


() Payment Enclosed 
Charge my: 


Card No. 


() New 
() Renewal 


Check One: 


(} Manufacturer 
() Distributor 


1) Other 


Please Specify: 


Telephone 


(] Billme 
() Visa (] MasterCard 


Card Exp. Date 


USA *Canada *Foreign 
$60.00 $60.00 $150.00 
110.00 110.00 
150.00 *Payable in U.S. currency only 


(J) Support & Supply 
() Technician 


[} Route Operator 
() Arcade Operator 





CLASS 





~ 





ED 


Play Meter’s classified advertising is primarily intended for: buyers and sellers of used equipment, support 
and supply firms and employment opportunity ads. You may pay by check, money order, Visa or Mastercard. 
The deadline is usually the 15th of the month prior to issue (example: August ad must be in by July 15). Send 
ad orders to Play Meter Magazine / P.O. Box 24970 / New Orleans, LA 70184 or FAX: (504) 488-7083. 

FOR MORE INFORMATION, CONTACT CAROL LEA: (504) 488-7003 
If you have problems with or questions about any advertiser, PLEASE CONTACT US. We keep a file on all 


complaints. 


“Rebuild” 
your old 


KLOPP. 
at the anger 


MANUAL 
OR 
ELECTRIC 


READERS/ 
ADVERTISERS 


We do not knowingly accept 
ads for copies or licensed 
games involving a third party. 
We do not print prices on 
games currently in production. 
We encourage advertisers to in- 
clude their name, address, and 


REVOLUTIONARY 
=a oe = ee Rolo) oe 


David Pressman’s 


PATENT IT 
anes YOURSELF 


ee| SOFTWARE 
=1 Developed by Nolo Press & EDS 


Everything you need to 


prepare and file a legal 
2 S. patent application without a lawyer. 
Full stand-alone program. 


phone/FAX numbers for the 
purpose of credibility. We do 

- e All forms you need with step-by-step 
not accept ads from companies Seiten: 
who consistently advertise pro- ° Fully searchable version of 

David Pressman’s bestselling book, 

ducts they do not have or from Patent It Yourself. 
companies that we receive Context-sensitive, online legal 
mutli-complaints about. 


and program help. 
SITE LICENSES AVAILABLE. 
PLAY METER 
MAGAZINE 


Fast Saivice — Call For Details 


CALL (813) 855-6789 


KLOPP INTERNATIONAL, INC. 
225 Dunbar Court — Oldsmar, FL 34677 


To order or for more information: 


219-256-1138 


Wership coin-op locks 


and accessories fast. 


Mi integrated production and assembly 

4 @ LAI's Locks can be ordered to 

A operate on your current key Codes 

es, since, LAl's Locks are compatible 
with most High security, as well as, 
Tubular type system, ie: Baton, ESD, 
KD, Ace, etc. 
Choice of custom locks, common key 
systems or restricted key styles 
Manufacturer of a complete line of 
coin-op security accessories. 
Manufacturer of security products 
for laundry; also, bill and coin 
counting equipment. 


Panel Guard 


High Security Padlock 
inside Protective Shield 














For a full-color product catalog, call Toll Free from 
USA, Canada and Mexico: 


1(800) 422-2866 


7251 Garden Grove Bivd., Suite M 
Garden Grove, California 92641 
Phone: ee 373-2993 


G . 0 U P : (714) Full Metal Jacket 
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Your independent source for all your 
coin-op needs. From individual 
equipment sales to full set-ups... 
Alpha Omega is your answer. 





ALPHA-OMEGA 


AMUSEMENTS & 
SALES, INC. 


Call the Experts 
Rich Ganeles, Ken Schwartz or 
Frank “The Crank” Seninsky 
at 
12 Elkins Road Exporters & Domestic Sales 


East Brunswick, NJ 08816 FINANCING AVAILABLE 

(908) 254-3775 a 

eax (908) 254-6223 All Reconditioned Equipment 
Directly From Our Own Route 


SUPER REDEMPTION SPECIALS 


Alligator Kiddie Ride Rock ‘N Bowl 
2Seat (Whittaker) Shoot Out (Meltec) 
Animal Land Circus Hi Rise 8’ Sidewinder 
Bank It Dragon Kiddie Ride Skee-Ball 13’ 
Battery Up (Doyle) 2-Seat (Whittaker) ....2795 SuperPro Quarterback ....1595 
Big Bertha Fiddlestix Tin Can Alley (Bob'sS.Rac.) ..3995 
Boogie Man Ken/Barbie Water Race .8900 Turbo Pusher 
Bozo Basketball1 PL. ..1695 Kids Adventure Dome. .1595 











Representing most manufacturers in 
equipment, money handling, tickets and 
token sales. 

Consulting is also available. 















VIDEO SPECIALS VIDEO GAMES PINBALLS NEW REDEMPTION- 


Afterburner s/d Beast Busters Addams Family 


Cisco Heat s/d (twin) ... 
Cisco Heat s/d (del.) 
Cybersled s/d 

Double Axle s/d 

Driver’s Edge s/d 


Hard Drivin’ s/d 

Lucky & Wild s/d 

Moto Frenzy s/d (twin) .. 
Moto Frenzy s/d (del.) . . .2995 
Outrun s/d (std.) 

Outrun s/d (del.) 


Golden Axe II (ded.) 


High Impact (kit) 


Knights of Round 

Martial Champion (ded.) . . 
Neo Geo2pl. ......... 1095 
Neo Geo 4pl./6pl. ..... 1895 


Cue Ball Wizard 
Demolition Man 


Flintstones (Wms.) 
Freddy Krueger 
Getaway 

Gladiator 

Judge Dredd 
Jurassic Park 

Last Action Hero 
Lethal Weapon 
Rescue 911 

Rocky & Bullwinkle 


Call for Discounts 
Around The World 
Big Bertha/Buddy Bear 
Chuckles The Clown 
Dinoscore 
Home Run Hitter 
Kids Adventure Dome 
Pogger 
Rage in the Cage 
Ribbit Racing 
Roll For Gold 
Skee-Ball/Lightning 
Smart Candy Crane 
Super Rock N Bowl 
Wheel Em In 


Race Driving s/d Primal Rage Star Trek Next Gen 
Rad Mobile s/d Punisher (ded.) 

Ridge Racer s/d Racing Hero s/d Terminator II 
Ridge Racer s/d (twin) .14,995 Rad Mobile u/r Twilight Zone 
Road Riot s/d Raiden Il 

Steel Talons s/d Rowe BC 25 MC 


RECONDITIONED 
Air Hockey 


Basketbal-Smart-Single .1295 


Virtua Racing s/d 

Hard Yardage (ded.) .... 
Lethal Enforcer 

Lethal Enforcer Il 

Mortal Kombat (ded.) .... 
Mortal Kombat II (ded.) .. 
NBA JAM (ded.) 

NBA Tourney Ed (ded.) . .1895 
Revolution X 

Slam Master (ded.) 

Under Fire 

Virtua Fighting 


Space Harrier s/d 


St. Fighter Il (ded.) 
St. Fighter Il CE (ded.) ... 


AUXILIARY PRODUCTS 
Coin Counters/Sorters/Wrappers 

Coin Ace 
Cummins 
Downey Johnson 

Currency Counters/Scanners 
Cummins 
Lynde-Ordway 
Ticket Eaters 
Ticket Scales 
Tickets/Tokens 


Crane-Big Choice-Single .795 
Five ‘N Line Skilbingo .... 
Full Court Frenzy 

Mad Dog McCree 27” ... 
Powerhouse 

Quartermile 

Silver Ski 

Skee Toss 

Super Chexx 

Super Pro Q’Back Jr. ... 
Treasure Island 


ALL RECONDITIONED GAMES ARE GUARANTEED 60 DAYS-CALL FOR COMPLETE LIST 
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S-LINE 
POKER 
BOARDS 
800-966-9873 


WANTED TO BUY 
Used 18’ Shuffleboards 


Rowe “45” 
R.P.M. 
“Bubbler” 
A015 
Look-A-Like 


1980s Pins, 


Videos 


Call 
703-764-1122 


BC-9 Conversion Kit 
SAVES HUNDREDS OF DOLLARS 
FROM BUYING NEW CHANGERS 
Converts a BC-9 to BC-35 

¢ $1/$5 Acceptance 
¢ Solid state, self-diagnosing computer 
e Installs in minutes 


To Order Call: 
616-245-8235 


AVahalele(sms) (0) as 


One New, in original shipping carton, Mills 
10¢ Special Award. 
Serial #591476 $5995.00 
One Like New Mills 50¢ Special Awards. 
Serial #590720 $2995.00 
One Jenning Vendor Bell 5¢-1926 
Perfect. 
Serial #6189 $2495.00 


PADEN & SONS 
(219) 2352-4488 
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CALL 


SLOT MACHINES 






5¢ & 25¢ ¢ Fruit & Bars sileagi 
| Specializing in Bally E 
/ 1000-2000 SALES & 


CONVERSIONS 


Skyline Amusement Company 


All Types of Coin-Operated Games 
685 N. Charlotte Ave. * Waynesboro, VA 22980 


(703) 942-3368 Fax (703) 949-5060 


Wholesale Games, Inc. 
Shelbyville, TN 37160 


1-800-526-4723 


We Manufacture & Distribute 
8-Lines & Pokers 


——— oo om 


. uu 7 : = ) 
poms ER ore 7] \ 
— | Walle veces Cay 

Ss 


Look What We Offer: 


--Free Delivery to over ten states 
--New & used equipment 

--30 Day in house warranty on all used equipment 
--In house technicians 
--Seeburg-Cooper-Merit Distributors 








Top Quality -- Fast Service 
Call Today For Free Brochure! 
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4 GIANT COIN MACHINE 


PANY | og gfe] \ 


OPERATORS & DISTRIBUTORS-COIN MACHINE CONSIGNMENT 


e JUKEBOXES ¢ BINGOS e FLIPPERS e CRANES 
eVIDEOS e POOL TABLES e PINBALLS e REDEMPTION 





KNOXVILLE, TN 
SAT., JAN. 14, 1995 - 10:00 A.M. 


Location: Knoxville Convention Center - 525 Henley Street - Phone: (615) 544-5371 
Motel Reservations: World’s Fair Holiday Inn ¢ 615-522-2800 
Mention Auction Game Sales for $62.00 Rate 
Over 1200 Games in November--TN Lic. #1623 


WINSTON-SALEM, NC 
SAT., FEB 4, 1995 - 10:00 A.M. 


Location: Dixie Classic Fairgrounds Local Phone: (910) 727-2236 
Motel reservations: Holiday Inn North - Phone: (910) 723-2911 
Mention Auction Game Sales for $48.00 Rate 
Profits to benefit NCAMA Shcolarhsip and Legislative Fund--N.C Lic. #6043 











KNOXVILLE, TN 
SAT., MARCH 4, 1995 - 10:00 A.M. 


Location: Knoxville Convention Center 


GREENVILLE, SC 
SAT., APRIL 1, 1995 - 10:00 A.M. 


Location: Palmetto Expo Center 
Exposition Avenue - Phone: (803) 233-2562 





* TERMS-FULL PAYMENT DAY OF ACUTION - CASH, CASHIER’S CHECK, OR COMPANY CHECK WITH BANK 
LETTER OF GUARANTEE (No Exceptions) 

* EQUIPMENT MAY BE CHECK IN: Friday--Noon until 9 PM or Saturday--8 AM until 10 AM 

* Applicable state & local sales taxes must be collected unless you provide a current copy of your Sales & Use Tax Permit 


CONSIGNMENTS LIMITED--PLEASE CALL TO CONFIRM 


AUCTION GAME SALES 


RICK PARSONS-OWNER & AUCTIONEER 
TOLL FREE 1-800-551-0660 @ Fax 615-685-1126 


CALL FOR EXPORT INFORMATION ORTO BE ADDED TO OUR MAILING LIST 
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NEW KIDDIE RIDES 
MADE IN THE U.S.A. 


Solid State Engineering * Lightweight « Durable Weatherproof 
American made replacement parts ¢ Universal base for all rides 
High-security coinbox ¢ Heat-treated strips for construction 


Wal-Mart Truck 


Your Wal-Mart managers will love to have this 
truck welcoming customers to their stores. 
Children will love to imagine they are “truck- 
ing” favorite toys to their local Wal-Mart Store. 
It’s availabe only to authorized Wal-Mart ven- 
dors. 









The foghorn’s roar will summon young riders 
to a magical voyage in the company’s newest 
piece. As with other Dudley rides, it fits on a 

universal base and has a high-security coinbox 

and post. 


Kiddie Amusements 


P. O. Box 939 ¢ Florence, MS 39073 


601-845-7501 ¢ 800-647-6460 






HAPPY NEW YEAR 
THINK SPRING - BUY NOW 


GET FIRST CHOICE ON SUMMER RIDES & GAMES 


Turbo 327 
Porsche 

3 Mice Carousel 
Thunder Horse 


NSM-CD Players 


Fire (Wall Mount) Super 6+2 
Galaxy 


Your Choice Model 6300 
$2495 Street Ready 
$775.00 


POKERS & 

8-LINERS 

Complete 
Games 


Comes w/remote From $300.00 


Demolition Man 


Judge Dredd 
Dracula Jurassic Park 
Lethal Weapon 3 
Police Force 
Rocky Bullwinkle 
Street Fighter 


STANSFIELD VENDING, INC. 2a 
P.O. BOX 157 - LA CROSSE, WI 54602 como) 
CALL MAX 608-782-7181 — 
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Mark Your 
Calendars 
NOW!!! 


Thursday, March 23rd 
Friday, March 24th 
Saturday, March 25th 


Reno 
Convention 
Center 
Reno, NV 


For more information, 
contact: 


William T. 
Glasgow, INc. 


16066 South Park AVe. 
South Holland, IL 60473 


(708) 335-9292 


Fax (708) 5355-4086 
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BEST CO. 


1-800-506-GAME 


1642 Piedmont Hwy. ¢ Piedmont, SC 29673 





$ 


Phone (803) 422-0250 or 1-800-306-4263 FAX (803) 422-8903 




















Cherry Game 






Printers and 
Interface Kits 


Countertops 
with Ticket 
























with 
; 
— 19” Wells-Gardner Monitor —! 
HSV 300 DBA 
Starting At 
KITS 
Grayhound $1, 195.00 Super Cherry 
ant Free Delivery Master 
Five in One Cherry Master 
Super Poker Magical Odds, 
Turbo II Magical Tonic 
Cal Omega Call Today! All Wing Boards 
Available QUANTITY PRICING AVAILABLE Turbo I 





..and many more 








Having problems with your Try Our T-Kit 
: ‘ : Cherry Master? We have the 
Single Progressive Units | LG er western 
$395.00 Deltronics Head 
; Call for details LED Read-out 


Grayhound 
Five in One 
Super Poker, 
Turbo Il & Cal Omega 
Available 


Distributors of: 
ABINET : 
CABINETS , . Mars Dollar Bill 
Upright Acceptors, 

Sitdown Wells-Gardner 


Monitors, 


; : Mini Grayhound Dyna 
Pot ‘O Silver Pushers ; 


Call for Price 


Games, JCM, CBV 
and HSV 


One Year Advanced Replacement Warranty on all Merchandise 


Countertop 





Eldorado Games 


Flat-Rate 
Board Exchanges 


e Videos--from Space Invaders 
to Champions 


e Pinballs--All Bally, Stern, and 
early Williams 


e Hard-to-Find parts available 
including manuals & 
schematics 


Low Rates 
Fast Service 
Call for 
ro} a fer-me [if o} ft 


714-535-3300 
(**new address**) 

911 South East St. 

Anaheim, CA 92805 





S-LINE 
POKER 
BOARDS 
800-966-9873 


Intercard System 


For Sale 50% Off 
Call Smash Hit 


919-446-3800 
Or Fax At 


919-442-4696 
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| American Lock Company 


MODEL 2000 _ 
AS LOW AS $ 17.9 SSS 
SHOWN WITH 825 HASP cea oN SERIES H10 
AS LOW AS $ 13.17 



























5/8" CAMLOCK ——e 

AS LOWAS $ 3.01 yy ) | | SECURITY BAR HASPS 
7/8" CAMLOCK | / || ) 4-1/2" ASLOWAS $ 1.27 
AS LOW AS $ 3.22 age 

1-1/8" CAMLOCK 
AS LOW AS $ 3.43 













12" AS LOW AS $ 2.45 
Der 16" AS LOW AS $ 2.69 
2 24" AS LOW AS $ 3.98 









HASPS 
825 AS LOW AS 
875 AS LOW AS 
885 AS LOW AS 
525 AS LOW AS 
535 AS LOW AS 






NO. | AS LOW AS $ §. 
NO. 3 AS LOW AS $ 4. 
NO. 5 AS LOW AS $ 7. 
(O. 7 AS LOW AS $ 4. 


















INNER CYLINDER LOCK 
MODEL 8300 
AS LOW AS $ 5.39 : 












SHROUDED PADLOCK SERIES 700 
MODEL 5300 AS LOW AS $ 14.54 
AS LOW AS $ 18.93 SERIES 702 








MODEL 5360 
AS LOW AS §$ 22.05 


AS LOW AS $ 13.34 








- SEND US A KEY - WE CAN KEY ANY - 99% OF ALL AMERICAN ORDERS ARE 
PADLOCK OR CAMLOCK TO YOUR # - SHIPPED WITHIN 24 HOURS - 


PATT CORPORATION 800-621-4418 
1335 S MICHIGAN AVE _CHICAGO IL 60605 312-939-7616 



























Dramen Electronics 
Call (800) 638-7772 
FAX (919) 859-0297 


PINBALL DISPLAYS 


4 Digit 13.25 
6 Digit 13.25 
7 Digit 11.50 
7 Character Alpha 19.25 
14 Digit Bally 31.50 


14 Chara. Data East 28.25 
16 Character Alpha 30.25 


Dot Matrix 
DM 128x16 48.75 
Dot Matrix 
DM 128x32 (tube only) 49.75 
Dot Mattrix 





DM 128x32 Assembly 113.50 


Displays Used in Data East, Bally, Williams, 
Gottlieb and Premier. 
Call for Quantity Discounts (919) 859-0188 (800) 638-7772 
PRICES SUBJECT TO CHANGE WITHOUT NOTICE. 


MANUFACTURERS MAY VARY DUE TO AVAILABILITY AND PRICE. 
WE GUARANTEE PARTS TO BE COMPATIBLE. 
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CGl Manufacturing & Distributing 


ge HOOK (a CaliforniaGames, Inc. Company) ‘Se Habla 
espa” 1235 E. Francis, Ontario, CA 91761 Espanoy 


(909) 930-5828 Fax: 909-629-4090 





BEST BUY THIS MONTH!!! - NEO GEO 1-Slot/includes Aero Fighter 2...$599 








25” VIDEO GAMES = = NEO GEO SYSTEMS 
(Limited Quantity) Turbo Cabinets in WEOLOE (ohedece ee vee ohare oeews $420.00 
Neo Geo ..... ss. eee eee eee $950 13”, 19" 27", 33" & 38” | 2SLOTKIT..................... 695.00 
aK patg dint Sam. SAOdOwn) +4644 sh ASUOV  ceaxecvancegisdeenvad: 799.00 
BIOGN sind viaanadinee eiubeintaes ae: 
Dragon Quiz ..... 0... eee eevee eee 999 COMPLETE 25” TURBO a ope ma 
SNOW EOS WN aise a ed eases eka ea oe 1095 aire 
Loneef GUN wai vious ndcderewiancecd 1495 SYSTEM CABINET SPECIALS 1-SLOT/SUPER SIDE KICKS II .. . .599.99 
So Ball Shout Out 24 oe ci ckce soeeuse ss 1295 S895 00 1-SLOT/AERO FIGHTERII........ 599.99 
Rim Rockin Basketball .............. 745 e° CALL FOR TODAYS COMBO DEAL! 
Power instincl vs. scscocu,gg0 | THE ABSOLUTE , NEO GEO CARTRIDGES 
Mortal Kombat) cacscccuswiacaee: 1995 BRIGHTEST Samurai Shodown Il............... WOW 
Dark Stalker... 2.000... ccc eee eee 1595 COLOR & BEST Samurai Shodown ..............++; $100 
NBA Jam..........- 2. eee cee eee. 1399 PICTURE King of FIONIGIS 94. scnsncereaaioaes 275 
Brand New 33” Neo Geo “Turbo” i‘ * = Aero Fighter II sti ta tan ee Saya Es Bae ag ee om Roars 255 
Only $1774.00 (Choice of Color) AROUND!!! a Super Sidekicks Il .................. 245 
’ ane? New 4-Plaver } ae TOO TIUNIGY 43 644¢-s50e04 haewaad ovens 245 
52% Discount on Shipping Anywhre : y a a Wind JamMer 246 osc saccuesnnax exces 195 
in the United States Cabinet - $995 ee World Heroes Jet ..............0000- 170 
Available In: | 
CALLUS FOR OTHER GREAT DEALS ae oe poonesne en eaaees a 
ON NEW AND USED GAMES! Blue, Gray Spin Master .......60s0-cseeeeceeee 130 
1YR. PARTS FICING: FIGNO...5.3 502. saa ne ae eed Gana ce 130 
MONEY MAKING & LABOR PUZZIOG «24s tice bekesepedvess ceases 130 
PCBsS/KITS The “CGI TURBO” Cabinet Super Side Kicks | ..............00-- 130 
DARK STALKER/VAMPIRE ......... $995 Ninja Command «.<444casee02 24648 45 
ALIEN VS.PREDATOR .............. 995 ; BUrAING FIGNE s.4 0s sevds 0c woaas-ee ean 45 
DUNGEONS & DRAGONS .......... g50 | AFTER YOU'VETRIEDTHE OTHER | NinjaCombat ...............-..200-. 45 
NBA JAM.........c ccc cccccnncees BEST CABINETS, GET A REAL CABINET! Crossed SWIG s 6544404 sd sa oticn cas 45 
RAIDEN(steady earner) ............. 450 BUY A CGI-TURBO TODAY!! CUDOP UG widie ve de Saved adwhuaksedcent 45 
SUNSET RIDERS (high demand) ..... 495 ee NAM ID. s2cnc esd choca Gareiegar aa ean 45 
SNOW BROS. Il new) ............... 495 EIGHMaN 52.268 uw andmetr vaos ota nei 45 
TWIN EAGLE I] .................00. 645 FINANCING AVAILABLE! Art of Fighting .................000 ee. 45 
BLOOD BROS (another winner) ...... 450 Pee PUNY as ac sie Siaie-a se aedalatenjaon Sede xa 45 
WONG ROU sc intiteeicdenreneenstes 799 Fatal Fury Whist5o ce aeaewee cdg cedce 45 
FINAVLAD'S Ailac ccs ce naceu a ede tens 875 MURATION INQUON 3s%-4. 49 04's eo bodes eed 45 
Punisher (Capcom) ................- 450 WE TAKE TRADE-INS SCOUNEBOW «oc cua snewveneeandeg wes 45 
WE ARE WHEELIN’ & DEALIN’!!! NATIONWIDE FINANCING Watch This Ad 
IF THERE’S A WAY TO MAKE A New Type oft Equipment 


DEAL...WE'LL FIND IT! 


CGI-TURBO SYSTEM CABINETS Coming Soon For The 
an Seen CGI-25 25" 2-PLAYER ..........$895  >treet Location Operator 


PINBALLS CGI-25 25" DELUXE ............. 995 $SSSS$ 
SELL ¢ SERVICE ¢ TRADE CGI-33 33" SYSTEM CABINET ... .1395 


CGI-38 38” PEDESTAL CABINET . .2250 





POGS ¢ POGS sPOGS 


WE TAKE TRADE-INS CGI-CT 25” COCKTAIL TABLE ..... 795 ee eee 
Why not trade in your old pinballs 7 For Your Cranes!! 
and PCBs? CGI-MC 25 MINI CABINET Cnevee sé 850 Double Your Income 
We have financing for you!! CGI-BT13” BAR TOP ............ 595 *OJ. SLAMMERS * 





ALL PRICES ARE SUBJECT TO CHANGE AND AVAILABILITY 
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Dollar Bill / Debit Reader 








KWM 100 
DROP COIN 
MECHS 


C = 
@ ® a S 

10,000 BOARDS 

CALL FOR LIST 


C&P DISTRIBUTING 
TEL: 219-2§6-1138 
FAX: 219-256-1144 


eRe a 
= 5 
Peon se Fd 1 







¢ Top Quality 

@ Insist oe best 
® Give Call 

Pa 45, 007 226 


Clean! 


300-81 8-1 932 





ina TO QUARTERS OR TOKENS 
HOLIMS JINLIATA HLIM ALATAMWOOS 


vow $14, 95s 


in volume orders 


MONARCH 
1-800-462-9460 


REDEMPTION TICKETS 
TICKET SIZE 2 x 1 5/32 .010 TAG 

STOCK TICKETS AS SHOWN ABOVE 

UNDER 300,000.......$1.25m crock Ti¢KETS AVAILABLE NEXT DAY 








BELITA u 


PORTABLE & 
COIN COUNTER « 
the ta oy 


OVER 300,000 $1.00m 


CUSTOM PRINTED 


160,000 to 480,000 $1.60m 
480,000 to 1,000,000....$1.10m 


1,000,000 or More.....$1.00» 


ALL PRICES PER 1000 


FREE FRONT SIDE PRINTING!!! 
Add $28.00 for Printing 2 Sides 
Packed 60,000 Per Case 


Case Weight 38 Lbs. 
8 Colors Available: Gray-Pink-Red-Blue-Green-Yellow-Orange-White 


MUNCIE NOVELTY CO. 


ORDER P.O. Box 823 Muncie, IN 47308 FAX 
TODAY! Ph. 800-428-8640 Nationwide 317-268-3434 
Muncie Novelty Co. Exclusive Sales Agent for Indiana Ticket Co. 
Manufacturers of Quality Tickets for Over 50 Years 
(Roll Tickets Also Available) 


Electric or 
Manual 220 V 
or110V 4 


e edo aie stop ¢ Inexpensive 

e Lightweight (only 10 Ibs.) 

e Counts up to 1500 coins per minute 

e Counts all sizes coins or tokens 

e Long lasting—requires very little 
maintenance 

e Bagholder included 

e Very useful—very convenient in 
all locations 


Write or Fax For Prices, 
Details and Catalog 
R.H. BELAM CO. INC. 
1 Fulton Ave. e Hempstead, NY 11550 


Tel.: (516) 292-2670 
Fax: (516) 486-0957 





PLAY METER 128 JANUARY 1995 





PLAY METER 





CGorccutt Board Sales 


and More (SOO) 585-8981 
335 Hill Avenue ¢ Nashville, Tennessee 37210 
Phone (615) 256-7748 ¢ Fax (615) 256-7523 


BOARD ONLY PRICES 
NAGICAI TOMNG sap ccccycsansesaseareaceunstanasnasecee $775.00 
PAE AIO GOS saz cscascaesesanucanwanacesenstbesevenntes $675.00 
DUDEK CHEN Y MASON .cccesissicsvsesnixdancaveress $425.00 
GROFF Y MASION 92 ies cccdcssissviuasitvanesacteivesaaes $450.00 
CHIGETY WIASION i ciiiudisccsncecsancisaacdusgesnasusteante $135.00 
Cherry Bonus III (w/satellite) ...............0.. $185.00 
Cherry Bonus III (W/o satellite) ................. $235.00 
GHEMY BONUS wiccsssssccsnsantanivscsadenntveey desde $225.00 
MOT Y BONS sk sa sdevecseccaecarevieroneeasaseenanies $200.00 
GHOITY DON QI ssciceausiccveciansocvevseniseteesssvsives $135.00 
GMM ANGE ce sca ticcscietastdevintvonscacdwaceuneceaved $250.00 
LUCKY BW 4) closes ccccsassnnseaveroasinicsassatcrcaned $250.00 
Fever Chance (W-6)............ssscscssssssssssseees $225.00 
SKU: CHANCE (WHT ) svchsisscsnascvennecevstiewusctacies $300.00 
Bonus Chance (W-8)...............::csseeeeeeeeeees $325.00 
LUCKY Gold (W=10) ..cscsecvsavcncesccanscvsvuncessess $300.00 
BUCKY SIAR (VV=F 1) eercsncosicessastoueensessuensnsicans $575.00 
Lucky BellS (W-15) c.iciiccscisdascescesccessecsasses $695.00 
Lucky Bank (W-17)........cc:ccccsesesssssseeeeeeenes $700.00 
EJIOMY 2 Uicssasiuadsuaicicancaecabvacn conannnnneduudsoddeinds $675.00 
UCR xa satan seen osdundstcaceaMinasecessuniencess $575.00 
NUT: 907 hc near Rae eee et Ce ee $700.00 
EAUOH NY DO ssid eid ccc aces suapeanesubeseainsdosasapacaas $450.00 
PUCK CM baecicce Gescosseaswnscacsnaahenteesussbcawceswats $695.00 
LAER SSI ots vsxacenteaustsieanduventausbeanemesieeunas $575.00 
BGO CAR UMA oy sis cna cesnsisiscautinnawaastucuissaeacees $375.00 
SUPE LINE: BINGO seessesnuiuiactoeateseaccsossoinaies $225.00 
OG SF aacsscheawedau tans tenasniaoancedbdeuintevaucsiaces $275.00 
OR Cig eons aics tisdacecdeindes eee edeuctecocewnease $400.00 
MICION Dscrcicexedéacctacisetiapaeasetsiinasscessessdeskeakant $400.00 
PSA Oe sa sasseasennvasseentasatues tvuceabunweneneedeussnese, $200.00 
PTR elsticicdacuiysliwal cisceiscsaslussuenebad ul eduvetecsaceses $200.00 
I OUING Gisuixaseenasiencviancacavenstnostaauccecrterenade $300.00 
DUBBING ececasasiconensencnasinyaneeesiadecsmavaiceriobnes $350.00 
WS AS US NS IAINGE sea ecoectdaren tenricvntndedeciontecen $400.00 
WOASUC 1SIANG OF ges is scsscascxvcinvaciecdsvxcasees $425.00 
DON MAING ics isfeias'dosensesasee eve devezaanetoxtanewias $350.00 
DUDS sigs cnecsrescrcatvescotaraeueccconnnssiekedsines $300.00 
GNA IOUT xsiscaccastecuns vanaeieceoieiensieustectantasks $350.00 
OAS Y wx hucatcenencevanvavs actupibudetsusccentecceaees $650.00 
PAO slic cssicte'stswenyvanideedesteancacasteaaenasagnen $275.00 
EDOM evict sees ec sumanenscetuny des evensswndecatseess $295.00 
IAD DY SACKIO. ciecicctacecuccvececsesnsstundsacswedseaeet $300.00 


CALL!! Reconditioned PCBs 


NEW YEARS SPECIALS 


ALL NEW 
SUPER CHERRY 
MASTER 
w/CASH CODE DBA 
$1475.00 


New Lucky 8-Lines 
w/HSV-300 







7 and Up....$995.00 
All Parts Brand New! 


8-LINE GAMES 

w/$1-20 & ticket 
disp. 

$1,395.00 


Cherry Master PCB....$135.00 
Cherry Master Kit.........215.00 









w/HSV-300 





PUNTA aickcavesucsadaatnennnssiansatuneonededesiasieanees $450.00 
ORG W ccrccucdeitiuveusacsevacasamannepeemesucuateccaned; $300.00 
2 1 1 POKEMMNASION dasicessvscincceveieiscstecvaceers $265.00 
3 in 1/Blackjack, C. Master Joker Poker....$250.00 
PRIVI CN Aysiscscccadeaveceuunduasavanaaseacberseractunassuunots $875.00 
FOX OMG os ccic5 cannav Sunporssauupereaiectecbuusves $450.00 
TUM OKO is crcascensevaccedanccawvansasicensasdecats $475.00 
Gis TAL OKEF POKGM vssisiccssitasnssansudanesicacovctsades $450.00 
OS PING ce cceatrneiiacususcravncorewaodnanssaesincnaniaacant $650.00 
OOS DOU OP si sccereninwecevstearvennaeiesieanveaees $650.00 
BOS DOUDIS WP ce socssccsitvncccdheaveseneudeeleesixes $550.00 
IIS: FAW BO icsssos sicsncsuctestnecscelesenncediaasace $1025.00 
SUD OO WA oe scseacesnisnGicsnavadanunvasneduttontenncieess $750.00 
MOD NG aca sa sini ccazsienrs anuuslecdcnudssieesceadensaes $450.00 
GAVNOUNGS 9 T sesasasrnsceiccasanisancccsagacdensacs $475.00 
GIAYNOUNG SUDSM: siwicvessccussiccerewsdeuceuesvones $475.00 
BILL ACCEPTOR PRICES 
ANS WRI el sas ii cae da cnieeanaensdevaccasvenwacastuences $325.00 
AIS We isnt vocecctstascucucodsavdsntcevnaniessnes $340.00 
WS CaS ci cesitces usninhannddecnmnccsvcemcesstanaeass $399.00 
Mars VFM-4 w/up stacker...............00c0eeeees $399.00 
Mars VFM-5 w/stacker ...............scceeeeeeeeees $440.00 
CBV $1-5-10-20-50-100.......... cc cceeeeeeeeeeee $299.00 
GIN sales dh vette teadithantavnccsualnavasBetamntanvivaasbeurees $260.00 
BV So iicessiiicsavtindec wercecsrosed cers seaceveass $299.00 
Cash Code “AmaZing”............::cssssssseeeeeees $250.00 
FIV OO wceticons ePeedenestvoncnebucesasutiewseeadestaiwnk $189.00 
ACCESSORIES & PARTS 
Ticket Dispensers & Yogj................:00000008 $325.00 
Ticket Printers & Interface ................00000 $795.00 
19” Wells-Gardner Monitor...............0000008 $235.00 
13” Wells-Gardner Monitor....................0. $225.00 
19” Sharp MONHOS 2. éiteceiesuecedsssccoseinsexeads $195.00 
AS “SHAD MORMONG iis scescincasezes coniernsavtecionce $185.00 
15 AMP Power Supply ..............cc00cccseceeeeees $32.95 
150 Watt Computer Power Supply.............. $44.00 
Wiring Harness & Buttons..................:::0008 $65.00 
NOMS Gilda Soe cate neulesidnnaaueenawanawaseesineversesid. $25.00 
PFOGISSIVG IRIS caiccsiisasncenaiuskicedenthssheceasvubve $325.00 
EMP CabiM@t iii csesevoascecesicniconiocasesscsrscs $225.00 
New & Used Pool Tables ................cccc00eeeeeees CALL 
New & Used JUKeEDOXES ........... cc ceeeeeceeeeeeeeeee CALL 


NEW LUCKY 8-LLINES 
w/HSV-300 & Ticket 
Printer w/Interface 


$1850.00 
NEW 19” GAMES 


Rivieria Hi-Score 


$1,895.00 
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USED IGT 
DRAW 80 (no DBA) 
$800 
w/DBA...$950 


NEW FOXTRONIC 
POKERS w/HSV-300 
$1,875 each. 


NEW DRAW 80 
POKERS w/HSV-300 
$1,950.00 


USED RIVIERA POKERS 
w/$1 - $20...$1,200 








starting at $75 CALL!! 
We would like to 


extend our 
sincerest and 
warmest 
appreciation 
for a great 1994 
and to wish our 
friends/ 
customers a 
happy and 
prosperous 
New Year! 


JANUARY 1995 


eit ii 
SES G SE 


Mark Your Calendars NOW!!! 
Thursday, March 23rd 




























ey COS 44 
Af 4. 
sft Tn 


= Friday, March 24th 
Sq) Saturday, March 25th 
: Reno Convention Center 


Reno, NV 


For more information, contact: 


William T. Glasgow, Inc. 
16066 South Park AVe. 
South Holland, IL 60473 


(708) 335-9292 


Fax (708) 355-4086 





NO PROBLEM 
WITH SECURITY 
when you use.... 


A-1 PRODUCTS 
Phone TOLL FREE: 1-800-849-7763 
OR 800-THY-PRODucts 


PHONE OR FAX 1-919-728-5311 
Route 1, Box 654A, Hwy. 101, Beaufort, NC 28516 


“Someday you'll need us!” 





SITAR (OUR FEC 
Wiitirl ONS GCALLY 


INCLUDES 
MIDWAY 
KILLER 

INSTINCT 



















PRICE IT OUT! MOST UNDER 1 YR. OLD 
REDEMPTION a VIDEO 
Lazer-Tron Ribbit Racin .................20. Atari Primal Rage sata Glare walcedaminbaie tend oN Oe ancaciseemonams 
3-10’ Skee-Ball newin93 ...............0.. in Showcase Cabinet 
9-Lazer-Tron Spin-to-Win ............00006- Midway ISNIGF INSTINCE viciiecessasesdecdicanadudetasecasceseties 


— Midway Iviortal KOMDAtH .cccictcccctcccestsacscenatssiecens 
=== “N60 GEO.Z SIOL GADINGt a disisciiscconsnsnacessnveoersdinentos 
== + Wi Fatal FURY SDGCION sissicccictnistcencsiencepadativesnesiens 

W/SAMUPAl SHOGOWN a ivicsceenciecccesincvescccasaccccdivenas 


Over Head Jackpot 1.0 i8 sccdce ce ee cine es 
Smart Chuckles the Clown ................. 
(one player basketball) 


2-Lazer-Tron After Shock ........-...++++-. — — Konami Lethal Gunfighters ...........cccccsssseeees 
Over read Jackpot....2.4 05 2s02sasiet endear mes _ Konami Run-n-Gun 4 pl. 2 monitor.......0.c.e eee 
Smart Clean Sweep double ................ _ Ss Capcom DarkStalkers ..........cceeeecsessessssssseesee 
BSR Whac-A-Mole double ................. Midway Mortal Kombat .............:ccceeeeeeeeeeeeeeeeeeees 
Capcom Super Bank It ...... 60s. see e.s esas Midway NBA JAM Tournament .................00c0ceee 

PINBALL Capcom All6n VS..PIOGAIOM ccscissssnscsivescsevesesvccces 
Williams Flintstones .................eeceee DOGS VINICS. FPIGIMSR saieictic suicateivsccmaduaerreaue canes acemases 


Bally Twilight Zone .........0.0.0eeeeeeeeee neater Bry sbermahy 
Bm Cr fa ener p ase aa peau eees DEHFONIC NICKEL EATOD sa cicciisccicdeiciducccadevedveatsdaaees 


CENTERPOINT GAMES TOTAL cecsecssscssssssssssssscssssecsesense $69,900.00 


414-735-3646 PACKAGE PRICE - NO EXCEPTIONS 
PREVIEW VIDEO AVAILABLE $7.95 
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RECT 


from “The Factory’’—The Component Factory 









Now there is ONE source for _ We stock JCM bill acceptors — Come to TCF for service too. 
your coin-op entertainment the finest; Wells-Gardner We specialize in quality factory 
components — bill acceptors, monitors and a full range of repair. We’re an authorized 
power supplies, game boards, game boards and power supplies JCM service center. You’ll be 
monitors and more. TCF sells all at direct savings to you! surprised at our quick 
it all — for less! turnaround. 

TCF 15 Amp 

Switching 






¢ Maximize Your Choice Power Supplies ji 


Wide selection of components 






- Wells-Gardner 
Monitors 










© Maximize Reliability 
We sell only the best 


S200 , 
te ea =A ee 


Seetien, 





¢ Minimize Downtime as ; oe 
We offer quality, competent repairs ciehey oe o> Goa 


¢ Minimize Problems eS eS Senne 
Buy only the best from TCF a ‘ Sy i : ee oe A & 5 ae : ont Se S 


oiss 


S095 


¢ Maximize Your Profits 


“The Best for Less, 
Every Day” 


Min 
Hiss 


Game Boards é 
Call for prices th 
will astound you: 





O JCM 


—™ 


The Component Factory carries the Ae z 
complete line of JCM Bill Acceptors. te 


Ss 





“BILL 
accepts” 
{ up ONL 
eae Face 
ACCEPTS 
"& 
‘ " FACE up nets 


| 

| 
cart FACEY 
INSER L ONLY 


We are a factory authorized service © | . . ee z | az 
center for your JCM products. |) "yj les) re Pes 






° ° ° — 4 a. 
Call Xaviar Bridgetti Today! ~~ 
&00-517-7711 
705 General Washington Ave. (Rear), Suite 506-Norristown,PA19403 a COMPONENT 





FACTORY, INC. 








nas < 


SECU ie iTyY! FROM THE LEADER IN SECURITY 
a 


FOR COIN OPERATED EQUIPMENT 
Inexpensive, Reliable and 


Versitile Protection for ALL ® 
(COIN-OPERATED MACHINES 
SUCH AS: “ 4 
eCurrency/Coin Changers , 7 


eCan Vending y eIntergrated Impact Detection Alarm System 
eSnack Vending j ie 
‘Bottled Water Vending . PEATURES: 


4 


y aE : 4 : 3 ° iable vac Abuse Sensor 
“Video Games ; 4 Variable Impact/Abuse Sensor 


ePinball Games 
eJukeboxes 

eCrane Machines 
eANY Many Custom 
applications 


BRW Control Systems Inc. : 
. ; : , ; Model 1020 DA 
1747 East Avenue Q, Ste. D-6, Palmdale, CA 93% : Model 1020 KA 


(800) 235-6740 ¢ (805) 947-8800 ¢ (805) 947-8859 (FAX) mS Model 1050 MAXIMUM 


DOES MA BELL HAVE YOU 
=) Mg, | er. \ Be 


Get A 
Quarter 
Everytime 
Toy nrtvelal= 
Uses The 
Phone. 


If you have considered your phone costs a headache, 
experience the cure 100,000 American businesses have discovered. 
IDEAL FOR YOUR BUSINESS - DON'T DELAY - CALL TODAY ! 
G-TEL ENTERPRISES INC. 713-550-5592 




























F ee 
O “\ RENO @rxsto 
LS See 9 
5 
PARTS THANK 

Wells Gardner 13” color Monitor...... $239.00 

Wells Gardner 19” Color Monitor ...... 239.00 YOUFOR 

TVANSFOFIMESS 6. csi cedvecedcedsudsunsds 18.95 MAKING 

8-Line Harness .....................05- 39.95 US 

PIONS onc cueene cc aae bese ne ceeaewe tek 35.00 

Buttons and Switches .................. 4.95 #1 

Board Ready Games Starting at ....... 895.00 IN 1994 


We can now ship 
Counter Top 
Games by Federal 
Express 
Call for Details 


USED EQUIPMENT 


Just to mention a few 
Final Lap Ill 
Steel Gunner 
Operation Wolf 
Double Dragon Il 
Lethal Enforcer 
Pole Position 
Williams Funhouse (Flipper) 
Williams Whitewater (Flipper) 
Williams HOOK (Flipper) 
Data East Star Wars (Flipper) 


PLAY METER 


Py 
; aes 
{ ag 
A 
ya. 





CALL TODAY FOR FREE 
BROCHURE 





TOP SELLING ITEMS 
e Super Cherry Master 
e Super 2-in-1 
e Bartop Games 
¢ Pot ‘O Silver (skill 
wheel) 
e Mother Lode Pusher 


QO2-—-ONZC0OZZP 

















GAMES OF TENNESSEE 
1-800-456-6882 


1220 West Jackson St. e Shelbyville, TN 37160 


‘ 


oe ae 
VISA — 
fea 


——— 






Member of AMOA & AAMA EBS. 





155 JANUARY 1995 










one Handling Equipment 
} and Supplies 


New & Used 
Available 


¢ Coin & Token Sorting/Counting/Wrapping 
e Currency & Banknote Counters 

e Counterfeit Detectors 

e Paper/Ticket Shredders 

e Bill Changers for Coins, Tokens and Tickets 
e Parts & Service 


Quality and Integrity Since 1925 
Dealer Inquiries Invited 


(800) 762-7057 
ynde-Ordway (714) 957-1311 
Company Incorporated 


3308 W Warner Ave. ¢ Santa Ana, CA 92704 FAX (71 43 433-21 66 












When was the last 
time you bought quality 
rides at 
Great Prices? 


Fire Truck Kippoie Rives & More INc. 


2739 W. 79 St. #10 
Hialeah, FL 33016 


1-800-676-0231 or 
1-800-255-6559 
Carnival Horse FAX (305) 558-5694 
For More Information, Prices and a List of 
Other Rides, Call Now! 
sa -Ask for David Vega- coco 


—— Volume Discounts 
Also: Used Rides, Parts & Refurbishing 





Concept 2001 The Jolly Lion 
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IMONEX* 


NEW 


Coin Validating Equipment 





TIRED OF COIN RELATED SERVICE CALLS? 
INTRODUCING OUR NEWEST COIN ACCEPTOR 
FOR THE ARCADE AND VIDEO GAME INDUSTRY 
THAT PROCESSES BENT OR DAMAGED COINS 

WITHOUT ELECTRONICS OR CRADLES 


@ SIGNIFICANTLY REDUCE 
SERVICE CALLS AND 
U.S. MODELS MACHINE DOWNTIME. 
AVAILABLE FOR THE 
FOLLOWING @ MAINTENANCE NOT 
CONFIGURATIONS: REQUIRED WITH IMONEX 
ACCEPTORS. SAVE THE 
e@ UNDERSIZE TOKEN TIME AND MONEY SPENT 
SWAPPING OUT, THEN 
@ QUARTER AND REPAIRING AND CLEANING 
UNDERSIZE TOKEN ROCKERS AND CRADLES. 
@ QUARTER ONLY @ REPLACES MECHANICAL 
. eens COIN ACCEPTOR. 
OVERSIZE TOKEN @ INCREASE REVENUE BY 
@ OVERSIZE TOKENS ae 
e FOREIGN COINS @ REDUCE CUSTOMER 
AVAILABLE — CALL COMPLAINTS AND 
FOR DETAILS 
VANDALISM. 
@ RELIABLE - NO MOVING 


ADAPTS TO A VARIETY OF MACHINES: 





PARTS OR ELECTRICAL 
REQUIREMENTS. 


- ARCADE AND VIDEO GAMES - CAR WASHES, 
- PINBALL - KIDDIE RIDES CONTACT IMONEX 
AND MORE OR YOUR 
DISTRIBUTOR 
FOR EXCEPTIONAL SAVINGS 


ON SERVICE AND 
EQUIPMENT DOWNTIME 


CALL 
1-800-446-2719 


THANK YOU FOR YOUR BUSINESS 





P.O. BOX 519 

KATY, TX 77492-0519 
PH. (713) 391-4704 
FAX (713) 391-4239 


© 1994, IMONEX SERVICES, INC. 


COINS or BILLS 


Count/Sort/Wrap 


Free Catalog! 


PARTS—REPAIRS 


ABC COIN (214)377-7100 
8524 Fifth St. - Frisco, TX 75034 


" EPROMS * 















phone 219-25§6-1138 
Fax 219-256-1144 


STAND ALONE 
PROGRAMMER 
( 2732 - 276080 ) $345 





CLOSE OUT 
CAPCOM SLAM 


MASTERS 
Full Factory Sealed Kit 
board, header, artwork, overlay, 
joystick, buttons, etc. 


$199 


free shipping 
Great Scott 
Amusements 
619-630-0616 
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ACTIONMATIC Ltp 
P.O. Box 326 
Chatham, Ontario N7M 5K4 
TALKING VENDOR’ 


Records in 3 languages 
. 7- English 5- French 5 - Spanish 


1.3” Capsules or Large Gum 

1” Items 

Small Bulk Items 

Coinage Size - Up to 1.25” (32 mm) 

Machine Size - Height 25” (63.5 cm), 

Width 8” (20.3 cm), Depth 8” (20.3 cm) 

Custom Sounds - Can have your own record 

made to say anything for 5 seconds. Up to 4 

different sayings on each side. 

Talking Vendor (Reg) Trade Mark 

Canada No. 266520 
U.S.A. No. 1221 491 


Slammers & Milk Caps (Low Prices) 
Big Variety 


Your Source for... 


1.3” Capsules 
(Mixed Colored Tops with Clear Bottorns) 
Filled or Empty 


Rings in Holders 
Bulk or Assembled 


¢ Mixes 


¢ In-Capsule-ltems 
¢ Rings & Holders - Bulk & Assembied 


2.3” Round 


Clear Capsule 
Both Halves Same 
2.850” CAPSULES 


, 


2.3” EMPTY CAPSULES 


Canadian Dist. for Beaver Vendors 
Fax (519) 351-7304 Phone: (519) 351-2181 


(800) 265-8363 





Ask FOR THE PUCK STOPS HERE sy name 


The Original Air Hockey Safety Shield 


e PRACTICALLY ELIMINATES TABLE- 
SIDE INJURIES & COSTLY 
PROPERTY DAMAGE 


e ARCADE TESTED 
© DOESN’T AFFECT TABLE PLAY 


e INSTALLS IN 15 MINUTES WITH 
ONLY A SCREWDRIVER 


1000’s IN USE THROUGHOUT 
THE USA, UK, CANADA, MEXICO 
AND AUSTRALIA 


CURRENTLY IN USE AT: 
e PUTT-PUTT® GOLF ’N GAMES 
¢ MALIBU CASTLE © GREAT AMERICA 
¢ FUN FACTORY © GREEN GAMES 


* IMAGINATION LEISURE »*« DYNAMO x _ U.S. BILLIARDS 


¢ Increased player appeal! 

¢ Demand the 9-inch shields with the angle! 

¢ Made from virtually indestructible space age 
material! 

¢ Increase Revenue ... Decrease lost pucks and 
expense from downtime! 


¢ Ask your distributor for “*THE PUCK STOPS 
HERE” by name! 

¢ Insist on the original or call direct and save the 
sales tax! 

¢ When your customers’ safety and your liability 
are at stake. . 


specify the quality product! 


PLASTITECH PRODUCTS, INC. 


(903) 757-0543 





P.O. Box 2387 
Longview, TX 75608 


1-800-933-0145 


LUCKY EGGS = GOOD MONEY! 


e Reconditioned Chicken and Flintstone Animated Egg Vendors with Warranty 


— Like New! 


e Prize-Filled Egg Capsules with Same Day Shipping — Phone for Quote. 


CCC) INNOVATIVE 


800-344-7467 


FAX (417)358-1849 
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INDUSTRIES, 
INCORPORATED 


2605 Grand Ave ® Carthage, MO 64836 
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S-LINE 
POKER 
BOARDS 
800-966-9873 


LIGHTING SPECIALISTS 


Manufacturers of Chase Channel, Halo- 
gen Tape Light & Architectural Lighting. 
Direct Importers: Rope Lights, Belt Light- 
ing, 24V Tapelight, Bendable Neon-Like 
Products-Solid State & Mechanical 
chasers. Bulbs all kinds. Quick Service 
with dependable continuing interest in our 
Customers. 


A : ACTION 
EA LIGHTING, INC. 
ACTI@N 


800-248-0076 


CLOSEOUT 


“Winner’s Choice” Lucky Lotto 
Number Machines. 

900 Machines Brand New in the 
Box For $10 Each in Lots of 100 or 
$7,650 for all. 
Mechanical, Coin-Operated, 
Steel Construction, 

Ready to Make you Money! 


Call Now (407)636-3434 


Won't Last Long 


NEW YEARS SPECIAL 


Bay Coin Distributors, Inc. 


132-10 Jamaica Ave. Richmond Hill, NY 11418 
Office & Sales: (718) 291-5757 ¢ Parts/Service (718) 526-8383 ¢ Fax: (718) 739-3805 
Welcome Export Customers...Se Habla Espanol 


UPRIGHTS: 


Dark Stalker (Special Price) 
Cruisin USA « Killer Instinct 
Primal Rage ¢ Revolution X 

Virtua Fighting 
Neo Geo 2 and 4 Slots 
Mortal Kombat | & II 
NBA Jam | & Ile Run & Gun 
Terminator II 


KITS 


Samauri Shodown Il 
Dark Stalker (complete/update kit) 
Aliens Vs. Predators (complete/up- 
date kit) 
Great Thousand Mile Rally (kit) 
Krazy Bowl (kit) 

SNK Aero Fighters II Cartridge 
SNK King of Fighters ‘94 Cartridge 
Double Eagle Golf * Neo-Geo « Soli- 


Primal Rage 

Dark Stalkers 

Aliens vs. Predators 

Super Street Fighter Turbo 

Super Street Fighter Turbo “B” Brand ... 
Punisher 


Mortal Kombat II 
Mortal Kombat | 
NBA Jam 
Run and Gun 
Lethal Enforcer w/guns 
SNK-Samurai Shodown 
SNK-Art of Fighting 
New Image Street Games 
Countertop Used 5 
Used Grayhound Basketball w/DBV_ .595 


Large Selection of $50.00 PCBs 


PINBALLS 


Freddy Krueger 
Road House 


Rescue 911 

Star Trek 

Addams Family 

Twilight Zone 

Tales From The Crypt 

Creature From Black Lagoon. . .1995 
Jurassic Park 


Getaway 
Checkpoint 
Cyclone 


“Brand New” 
Cabinet w/25” Monitor 
w/sliding drawer, JAM- 
MA harness and pow- 

er supply 


We Have “Brand New” 
and Used 


and 
Shuffle Alleys 
$1495 Brand New 





USED SITDOWNS/ 
DELUXE VIDEOS 


New Daytona Twin s/d 
Lucky & Wild 
Outrunners 

Race Drivin’ Cockpit 
Ridge Racer Single 33” 
Star Blade 

Moto Frenzy Ride On 
X-Men 6 player 

Line of Fire 


‘BRAND NEW’ 
top earning 
Candy Cranes 





MUSIC 


ROCK-OLA BLOWOUT!! 
e 4000 Trilogy - $2495 * 
* 5000-X - $2695 * 
Pioneer CJUV-55 2 pl 
Used Rowe CD-100 
Used Rowe AMI 
Combo & Vinyl 


WE SERVICE AND WARRANTY EVERYTHING THAT WE SELL! 
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Mars Electronics International 
GL5 Series Bill Acceptors 
> Heightened Security 

> Superior Performance 

> Fast Bill Transport 





Kevin Sharp 


EN PERE RY obo NC. 


264 River Rock Blivd., Suite B, Murfreesboro, TN 37129 


High Performance, Security 
and Reliability From 
Kevin Sharp Enterprises. 


Authorized Distributor of Mars Dollar-Bill Acceptors 










Mars Electronics International 
VFM5S Bill Acceptors 

> Programmable 

> Lighted Bezel 

> Built-in Diagnostics 










1-800-624-3779 
CSEIE eT 
Fax: (615) 895-9184 





1] 3-D Graphics 
[] Digitized Sound Effects 

[] Installs Into Standard 8-Line Harness 
[| User Friendly Setup System 

1] Built In On-Screen Progressive 

[| Support For External Progressive 

[] Built In Printer Capabilities 


"The Last Game Board You'll Ever Need!" 


Built In Multi-Game Capability 
For Future Games 
POKER * PULL-TAB * BLACKJACK CALL US AT 


BINGO * KENO * SOLITAIRE 1 -800-6-GrlaRky/ 


FOR MORE DETAILS 


- Proudly Made 
Kevin Sharp Enterprises, Ime. In The eye 


264 River Rock Bivd. 
\ ( cme | Cf = =) 
| See | 
ursassTevotzsa | | | | exa4s(raporasa) | 


9 
Suite B 
Milom Tume 
|) 


Available In 13" or 19" Wood And Metal 
Cabinets Or As A Kit 





Murfreesboro, TN 37129 
1-800-624-3779 Fax: (615) 895-9184 











' EPROMS ~- 





C&P DISTRIBUTING 
TEL: 219-256-1138 
FAX: 219-256-1144 


eS eS >e>rvovO0'YY Om” 


Large West Coast 
Manufacturer of 
vending equipment 
is looking for an 
Aggressive Sales 
Person to cover 
national and 
international 


markets. 
Vending knowledge 
and sales experience 
is required. 


Send Resume To: 
Box O15A 


Play Meter 
P.O. Box 24970 
New Orleans, LA 70184 
FAX 504-488-7083 


S-LINE 

POKER 
BOARDS 
800-966-9873 
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Ll | A 
su “AS 
Slate mover 
& Cavering Table 


The Ultimate 

Pool Table Mover inc 
Reid Sales President 
412 Cottage St 
Delphi, IN 46923 
317:564:4838 
1:800:925:9275 





TWO BIT SCORE has the YOGI board to install a standard 
TICKET DISPENSER in any POKER or 8-LINE! $99. 

TWO BIT SCORE has RGB to NTSC converter boards to 
drive a TELEVISION set from your VIDEO GAME. $199. 
TWO BIT SCORE has POGS! MILKCAPS! SLAMMERS! 
Beautiful assortments in any quantity. Sample kits for $25. 
TWO BIT SCORE has Ms. PacAttack to put new mazes in 


your Ms. Pacman game! $100. Speed-up chips $25. 
ABC kit converts Pacman to Ms. Pacman. $100. 


TWO BIT SCORE has original Ms. Pacman overlays to fit 
Pacman or Ms. Pacman uprights. $20.@, 3 for $50. 

TWO BIT SCORE has every gameROM for every pinball! 
TWO BIT SCORE has the COIN DOUBLER to set new 50¢ 
per play pinballs to 25¢ per play. $40.@, 3 for $100. 

TWO BIT SCORE has TEST CHIPS and fixtures to help you 
diagnose problems on your electronic pinballs. 

TWO BIT SCORE has in stock every electronic component 
used on every pinball circuit board including GAME ROMS. 
TWO BIT SCORE has the expertise to repair your flipper 
pinball boards efficiently, accurately, and inexpensively. 
Free estimates, fast turnaround! 

WANT TO KNOW MORE? Send us a LSAS Envelope and 
we'll send you our latest flyer and put you on our mailing list! 


TWO BIT SCORE 


4418 Pack Saddle Pass Austin, TX 78745 
512-447-8888 Voice 512-447-8895 FAX 
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M & P AMUSEMENT 


(Phil) se Habla Espanol (Terry) 
658 West Market St. - York, PA 17404 (Mike) 


(717) 848-1846 Fax (717) 854-6801 


§100.00 prepays freight on any video game in continental United States 


Super Specials Wanted aes SiR ustucndiswdnlaiaistasieituassemueed pe 
Te ee eee annie ae Big Choice Triple Crane Paper BOY ...ccssssssesssssessssseussseevsveeene 395 
Coin Scan COIN COUNEL.....-. eee: 295 Carousel Chance « Majestic Bumper Cars Pale Postiony veccdcsechasicascteceumscstcebuteatentes 395 
LTE Ee NONCON ixvctrscncestesssucssenseccisoenien: 1995 = ae Ser reer 1195 
Mortal Kombat | Kit..........scseeeeeeeeeeeeteeee 3995 | Redemption Eq. Specials | Road Blaster... eee 395 
Mortal Kombat | Ded. .............:eeeeeeeees B95 T After SHOCK .oocccocccocecoececececececececeseseececc. BOGE: A SOMME auserccsviashedcevisuitvas ceausiaseaieatansordes: 395 
Mortal Kombat Il Ded. ..........-seeeeeeees 1995 | Big MOUtH .......scecsecsseessesssecsescseesseesseeseee 2500 | Street Fighter Il... sees 395 
FROVOIUTION XK ivesdawicidecscuvcavdndeeccdscstccastueceee 2495 Bozo Basketball .........ooccccccccccceccccceccceeeee 1995 Super Sprint Ce takes eh Le NM A Sire cites tek 395 
Rowe MC-25 Changet..........-essesseseeseeees POD T COSMO GANG eccisaniaicvsissiecnins scent ouccon 2500 | Team Quarterback.............scessssecserseceees 550 
Rowe MC-35 Changer Kit Transport, Har- CHECK CHAD i seitescavencciseueceicevsisnnstisenetd 4250 TOFMINALON- GUNN os vcs ccunvinecdentite vers teevenns 1995 
ness, Power Supply, CPU.....................0+. 395 Crane SMS Single .........ccccccseeeeeeseeseeeees 795 TOUS oascsvh oucevecsacouecvepedenniteuterendacncnoansusane 395 
PROWESS GD TOO ie eesewaseeakcstst ances dueaccuentes 3195 Flip TO WHI ee cdeseetinces erectus testo aes 4500 TUNG CAV OIG Ec oosacta mu vcevenicinncassenavensantecs 895 
SUZ GOWNS sees sarees nce sarscnsecsocstenasen 7500 Hoop Shot Basketball ..............c0::cceeeees 700 OO OI cdc intvaducen ded eivanvecdumntaeateniongecantes 395 
TMG THAVGIOM .c.s0ccesccesesssoscacsescerdesnvencavtes 695 | JUMbO Crane uuu... eeeccecceceseeceseeseeceeeeeeeeees BQ5. | US Classic........siecscscsncssienseserseeisenesaees 395 
Valley 3.5 x 7 Cougar Pool..........:::000+. 1295 | Knock Down (Like NeW)............c0:ccecee. 2250 | Virtua Fighter..................cssesrsseoeees 2495 

a Merlin Magic (6 plyaer) ............... eee 12500 . 

Pinbalis For Sale New York New YOrk .......sssssseesseesseeeseeesees 3500 Sit Down Games 
Addams Famiily............:::cccccecccesseeeseeeeees 1995 | POPA Ball... eeceeeeseeee tes teeeteseeteetenen 2500 | After BUINEL.....cccccssesceseseeseseeseseeseseeeees 2995 
BONZiAU Nis iiicecivecatiaancnnsneices: 895 | Rock N Bowl .......... esses tee teeteeeeen BT Bt escis cele ieltancavatecet mehiedels 2395 
Bid SUN. Ara hiaeseraaninnnncrnnnmencests G95 | FOOStaSMOOMS.....4....sorrssrresssensnesseesseese BO 8 OIG CO HEB cesconsenieresenrissdeiamtrccrnvnctin 3995 
Creature Lagoon ........ccccccecseesesseeeeeeees 1895 eo ce gag FT veessssserenssesennseoeen ' a Cyber Sled (N@W) ..........sssceseeseeeeeeeesees 5995 
CVCONG hentcdenncternuncscnmramean 895 | oe ont Shana Final Lap I... eseseesesseseetseeseseeneeeeeens 3295 
Demolition Man .....ccccsssssssseesseesssseesseeees 2605.) ee a Te a GRIN FORCE apc exiidereaaccestacincen 2995 
Dracula 1795 Two Minute Drill Oe pig Oe ae ee ue ae 2995 G-Loc Seweweeise du cheecuuewes Seeee nae Gateteoadeacussuees ne 3495 
Eanhshaker ge a ENE ge 995 US acacia edsataaneosmavennsaiasdccauaness 2195 Hard Drivin CP.............cccccccccecccccceceeeeee 2995 

ia Ei see ent ger Tee tt eee ee MV ACY: GALLON iickshydveseuieetcentatisaied Pedwdeautdes 4250 Race Drivin CP .......oooocccccooocccccceeccccee 3495 
EIGHE Ball CHAMID eidccciinniedientcrlduncdonts 495 

g! a p Watch Crane (BetsSOn) sicisccscscetssciseersevees 5100 Rad Mobile 4495 
EI anatase daneapuahoiaeceuntadaleeanvaawedoees MS et et oe ey a ee ee. on WE Poe Op eee es, oe eg ee 
FA eae sacar tiee cert cctatasce aeteececesitesast 55 | Dedicated PC Boards Sst a eee ree 
PUN FIOUSO: ccscwisatgisvacseiinoinieeanecies 1195 with used accessories an M g GP Say ieee nprenmeneeseaye ene 3995 
GING SOW anchice rian cectsvnudiacccctontacnentincst 895 ee cee teenie Cena 
Gisdinior New Pro 1750 WAV TEN COMAIND ori dvions sntse cca cetiisdeveversevcdtecces 195 TRAUMAS IDIAGGS -casissiisscovecasssrczcsssaiviansiceas 1200 

ee ee ee ee Mortal KOmBGE | sicssistancsadexscvevnnenicoaeers B95 fF TUDO OU UM aici senscvecersexessvensicnseasvenyve 3995 
INy JONES........-sseesseess tess teesstesseteessen 2000 5719 (-1 96): (ee a er 100 Virtua Racing Deluxe...................cccceee 8500 
JOKED Z oes eeseeseeseessteseeeeenteeneseneenneeneeeneen 695 POT HOCH oso oe elles eet Arist Sapte dlas 100 NMIGTEIGD FACING ib oiedecccuciscnecoicareeetverscneeaie 7795 
Judge D FOU... eesesstesstessesstessteeneeesicen 1750 WARIS PRO vncostnenvcuses detwerecteved vive wens 195 Virtua TWin W/monitor...............ccceeeeeee 15500 
WENFEASSIC PONG iesissesaccatvavdssecesncacesecetvxacaue: 1895 = : 2 
Lethal WG BOO .ccascarserncssiorcensonsnrtneosse 1195 Videos For Sale Videos in 25” Cab 
VIN OMAN oie ccncesrcorvincsntants scebetarteonionntiares 595 T20 DOOCCS sccascsves sens ccnsdasscecsusciecdvalaaves 395 s 
MOUSIN ROUNG...........ssssseeseesesesssneorsseseoees BOS RP oss eessescesscarssankeatiadee aientdecosic aes 395 Dedicated 
Pinbot cn encececcecsesessccsseacsncesseceseseesescsanscescese 595 After Burner U/f.........cccccccccccccccccecccencceuce 395 Gait AIMGNICA i ccicisiccsscivcesiecosadenrosicdexcses 795 
ONCE ONC G ia cassnxcsndivia eundndanusadeledatiendaiins 895 PASS AUN cca fovksnaleevakaceucidenihowsasenaactvevecnneaeas 395 Capt. GOMIMAN GO ooeoeeeisceeoccccdccccececceccecoce 795 
POO SAPS cas scucccncacidunce oulaccnconscercexensieses 895 BO@aSt BUSICIS sinccsccsccsedsccvecsecevcecsdcsadcces 1295 Carrier Air Wing ee RRO tee PETER 695 
OAC SINGS sisnsscsiviascysnerseeseiicakscetssaes 495 BIG PAU sasstatoesinecncsnisteceedusstaaansapieanceiens 1395 rE c= 795 
FONG Game. wisaicrisvecensnverdexvenesssneoesiventans 795 CARCOM BOW! sis censsiesindererecendendameseeicavenss 395 High Impact .......ccccececeseseseseececeeeseeeeeeeees 695 
SPACE SNUG ccsaecsniccetsacniesaaeesnnscenees 495 Championship Chase H.Q.................. 1295 RNR ss cc me ore ssn eo 795 
Tort Eo) 1: (1: | ae ne 895 (0) co: ok | (1 | anne een ae eee mene IE 395 MOOn WAIK Cl ooooooooocccecccococececececcceceeeeceeeee 695 
Star Trek (Data East) ..c:.c.cccicccsccssvesssavene 1395 Continental Circuit visssic oc ccscciscisceesessaccnes 795 Mortal Kombat | .......ccccceoooccoccceccccceeeeccc 895 
Star Wek NiGi sessiessicscstacereeesssasbasecessavace 2795 Cyberball ieee tteeeeeaaueeeeeeeeaaeeeeeeeeeaeaneeeeees 395 Mortal Kombat tl vccccccccccccccccccsssscvccceossec 1995 
SPA VVIANS cakcsxncncrmmnncinismveccntevicnimensasinatn 1595 | Final FIQNt...... eects estes tee teneenen 395 EBA SIGINT sccsssictansserecavitcesasnstivcmienandes 1550 
Street Fighter Il .............sssesseseseeseeeeeeen 1250 | Gate Of DOOM «0... eeeeseseeseeeesneeen 395 OTT ROE escessees nace ientccetectueomrveeste tal. 795 
Super Mario Bros saieciscscaicniccocensdeivessativet 1095 | GOIEN AXC....... sees tes teeeeeteetentenee 395 PIE IQIGN ccs cebccscoctiuehct econ seat ucaeeeycees 795 
Ta evasion cea ccldansent vaetttacuan 695 | HANG ON... eeseesees ees ees testes eeenteeenten 995 SIMPSONS i visieccusesavaceassuntivasnconssssceosereckes 795 
Terminator Pin ...ccssssssssssssssssessseeeseeenee CO eee Boe | SMASN TV ssssesessssessssessasatosnseesnni 695 
TWAIN ZOMG cc ptcccrtcsa ee teorterctcemonccuer 16805) eae pe BGG | SE Fighter TUTbO acssecssssusessiessssestent 795 
WV EVIE eseasten cs Seana tay vccitanihsiainepinainss 995 ‘ena Techbowl 2 TV Game.......sseeeeeieeieens 395 
World Cup SOCOOL 2.2555 2795 Mortal Kombat Il Ded..........seeeeeeeeeees 1995 MNO FONG US isa coi redectacenrdeducandaudsswieiowevaeias 795 

NEES aA cnc tre vneekvawneyawiusacaatasssmenebaasees 1200 
TIVE D cian cucu ttentdbisounscunuicunies atau euueeentamuovsauaes 795 
QPSratlOn WON i csasicvesacowsvesssavaverviaaveneves 395 


(717) 848-1846 . rax (717) 854-6801 
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Bring In The NEW YEAR With 


MICRO MANUF ACTURING INC. 


13" MINI CABINETS Cash Code 
DBAs 





oe 0 alae oe 
cce 

$5, Magical Tonic 
Very Alec Available 





2 Different Styles 


TICKET PRINTERS Write AFTERHOURS —_— SERVICES PROVIDED 


“SGABINETS  TECHNICALSUPPORT —FOR THE SA-20 


METAL CABINETS (rteicareeetien, (615) 862-9224 EPROM 


CHERRY POKER Jour cai waninannou PROGRAMMER 
8 LINE & POKER > 

> 19" NEW FROM PAL 

nadia: y __ \SITDOWN CABINETS MAJOR POKER 


LONE STAR DRAW 


TEXAS REDEMPTION GAME 











< Not For Sale ff 
See Or Use In States if 






arate ete” 
eretetete: 
ereterete: 


¢} Or Municipalities 













Pry Uf - WING GAMES 
me ».: J . a Skill Chance (W-7) Bonus Chance (W-8) 


MICRO ye bi es Lucky Gold (W-10) Lucky Star (W-11) 
935 Oldgye Sy Lucky Bingo Lucky Girl Lucky 75 


ye eee 


S5550 
‘eres! 
‘oe 








micro distributors incorporated 



































Dollar Bill Acceptor 


’GRIPPIT?,Crane 


FEATURES 
Adjustable FEATURES 
sii aa wf iw Displays Top Ten 
Level Of Difficulty Location Players 
Price Per Play [a [W Patented Arachnid 


OPTIONS IW Dis lays Team Names 
Sound ow And Individual Names 
a Baar ne During League Play. 
Lighting Of ZINA 






GALAXY 
Electronic Dart Machines 













Super Spider With 
Square Entry Holes 
And Thin Ribs. 










{From ARACHNID 





Imported From England 


Full peice High Quality - Reasonably Priced 
Point Of Purchase Steel Tip and Soft Tip 
Displays Available Used By Some Of The Top 
Professionals 


Video Game Cabinet 


FEATURES [o 7’ Pool Table 
25" Monitor Lo rw 3/4" One Piece Slate 
2 Or 4 Player tw Adjustable Pricing 
Control Panels ww Up sia .00 
Jamma Harness iw ow Magnetic Cue Ball 


Kit Ready 









‘MICRO MUSTANG’, 
Pool Table 






FEATURES 













ne Piece Ball 
mw Ree ystem 
INCLUDES 
4 Pool Sticks Ball Rack Belgian Balls 


MICRO DISTRIBUTORS, INC. 


P.O. BOX 1103 
LaVergne, TN 37086 


[a RE SG DEE TY ee SED ELE ee TS! 
micro distributors inc. 
ee a AN em 
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How Much Money Do 
You Have In CD’S? 


Silent Partner’s newest release, the most powerful, easiest-to-use software 
program available for the amusement & vending industry, can tell you to 
the exact penny. It can also maintain your disk inventory, search by art- 
ist, title or type of music, keep track of disks sold, track popularity, maintain 
a history of each machine or disk, and tell you 
which locations need new disks. And that’s 
only one of Silent’s Partner’s powerful pro- 
grams. 

Also included in the same mod- 
ule is Silent Partner’s powerful 
Redemption Manager and Ser- 
vice Calls Monitor. Now 
you can have detailed 
information about 
your business at your 
fingertips. 

Silent Partner has 
been the proven soft- 
ware for the amuse- 
ment & vending in- 
dustry, with more 
than 1100 users 
worldwide. We’ve 
proven ourselves by 
continually refining 
Silent Partner, by lis- 

tening to our users sug- 
gestions, and by offering timely 
upgrades to help you run your busi- 
ness more efficiently and profitable. 

Silent Partner 14 offers even more features and flexibility. Don’t be 
fooled by cheap imitations. Don’t buy from a company that may not be 
here tomorrow. 

For complete information on Silent Partner 14’s newest features, 
call (800) 480-3441 or write to us at the address below. You will find 
that we offer more features, more experience and more convenience than 
any other program. We offer a full, one-year money back guarantee. And 
for those using other programs, just include the intsallation diskettes 
and we'll give you a 30% discount when you order. (Discount not to 
exceed the orignal purchase price of the competing software.) 

We’re the best. Let us prove it to you. 


Silent Partner 14 


Silent Partner, Inc. 


3441 South Park ¢ Springfield, Illinois 62704 
1 - 8 0 0 - 4 8 0 - 3 4 4 =7 
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QUARTERMASTER 


5499-1 Murfreesboro Rd., LaVergne, TN 37086 
Ph: (615) 355-9681 e TOLL FREE: 800-955-9681 ¢ FAX 615-355-0213 


WE'RE TRADING FOR ANYTHING!!! 
PINS ¢ VIDEO ¢ JUKEBOXES 


COMPLETE GAMES STARTING AT $1095.00 
ALL CABINET SIZES & STYLES AVAILABLE 
* ADVANCED REPLACEMENT WARRANTY 

* KIT READY GAMES FOR $699.00 


SUPER {SINGLE GAME WE 
CHERRY IPROGRESSIVE [#(Gno¥8) | HAVE: 
BONUS 7777] PUSHERS 


Give New Life To Any Video Game CRANES 
POOL 

CHERRY aed: eee are 3 RP Iaed TABLES 

~ ANGEL = VIDEOS 

PINBALLS 

— KIDDIE 
RIDES 
DARTS 


MINI-PROGRESSIVE FOOSBALLS 
BONUS OMEGAS 


* FLEXIBLE OVERHEAD GTI’s 


SKILL * EASY TO INSTALL DRAW g0S 


CHANCE ALSO: BONUS POINTS AWARDED ON SCREEN 


HAPPY NEW YEAR TO ALL OF 
OUR CUSTOMERS 


CALL NOW FOR OUR NEW PRICE LIST! 
CALL TODAY!!!! 1-800-955-9681 
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MAGICAL 
ODDS 













ABSOLUTE 
AMUSEMENTS 
(303) 452-6452 


S49 MPU REPAIRS 


PacMan Tron Tapper Kickman 
Williams Series 4, 6, & 7 

All Bally Pinball 

All Stern Pinball 


$59 MPU REPAIRS 


Defender Scramble 
O*Bert Donkey Kong 
Williams Series 9, 11, & 13 
All Data East Pinball 
All Gottlieb Series 80 

















All Prices Include Parts and Labor 
Call For a Complete Price List 


We Moved to a More Central Location 
Please Note our New Address 


Absolute Amusements 
1200 Kennedy Drive 
Northglenn, CO 80234 


Boards, Bill 
Acceptors, 
Monitors, any 
fruit game 
related parts 


Complete Cherry 
Games Starting 
at $1095.00 
NEW 


Partial Used Inventory 


Mortal Kombat Il 
Mortal Kombat | 
NBA Tournament 
NBA Jam 
Turbo Outrun 
Twilight Zone Pin 
Hurricane Pin 
Funhouse Pin 


(4) Riviera Hi Score 
(3) SMS Top Draw 
Rowe CD 100B 
Rowe CD 51 
(6) Omega 903 
Omega 905 
(6) Grayhound Super 
Rowe R-92 


BAe her BUS 
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GOOD NEWS! 


Now you can make 
‘1° on every long 
distance collect and 
credit card calls. 


Sign up for Dollar 
Sticker Program 





















lf your desktop payphone 
looks anything like any one of 
these, you can offer long 
distance and make $1.00 on 
each and every call. 






Q) Just Plug It In 


OR ) Stop Unauthorized Calls 
BUY YOUR OWN = 011 Year Warranty 
L) FCC Approved 


L) Line Powered 


P | "3 Phone Industries 
800-332-9939 

2415 W. Amherst, Bloomington, IN 47404 

812-333-9939 Fax: 812-333-8951 


Celebrating Our 11th Year 
of Service 


PAYPHONE! 


a oer 


JANUARY 1995 





as 


WINNERS 


GO sev Inc H &| 


DOUBLE UP 























































CHOICE 
LET US BE YOUR POKERS 
ae BUILDING BLOCKS SUPER-MAX 
Starting at FOR INCREASED CAL-OMEGA 
$2795.00 Guaranteed the 


PROFITS & SUCCESS! 






lowest prices! 





























<CAnINGTS* WE HAVE EXTRA! LOW-LOW 
19" - 13" SPECIALS EXTRA! PRICES ON 
UPRIGHT ON USED CHERRY 
SITDO SALE ON 
COUNTERTOP POKERS AND USED CBV GAMES 
EIGHT Ivo'S & becoming 
LINERS! MODEL 100’S reason’ 






CALL TODAY! ANGEL 






FOR QUALITY PRODUCTS 
AND LOW PRICES - 









BOARDS 

























COMPLETE CALL TODAY! GALORE 
GAMES } — NEW & USED! 
~~ POKERS 
$1100.00 fits SEEN W-7 
_ AEE BLACK JACK 



















DEBIT CARD 
VENDING UNITS 


DEBIT 
S.E.D. INC. 
1651 South Batesville Road 
Greer, South Carolina 29651 
(803) 234-4901 


(800) 362-1187 


PLAY METER 147 JANUARY 1995 


". KEEP AL 2 

%, 
@ 
% 


7 ha 


It’s Here 
For 
R89-90-91-92-93-94 


NS 
S CD COMBO KIT 


10 Disc CD player added to your jukebox 
Kit includes: Sony COPC 910 CD player/8 times oversampling 


* Kits Priced Right For Small Accounts * 
* 2 types of label insert kits available x 


Call or Fax: 


C&C Games 


e _ 800-551-KITS 
ep, 219-238-4028 
“Sion on locatt™® 








LOW COST ¢ HIGH RETURN 
DESK TOP COIN PHONES 


Site Aut 3} 
= EC 3 / 








443 - S _~ BA 
Y RS ieee, “= eel AOE = 
4 ee OP a ats a — 8 
te, a a Bee S) 3 = 


BESTWHOLESALEPRICES INTHE 
WEWILLNOTBEUNDERSOLD! 
FORGETTHE REST CALLTHEBEST! 


G-TEL 


Fax 713-550-1028 
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New & Reconditioned 
Rowe * Hamilton * Standard 


PEORENG 


HAMILTON 


STANDARD 


1-800-338-7031 


$10, & $20 
Acceptance 


MILTON STANDARD 


COINTROL EC: 


“We Service” 





Only One Kiddie Ride 
Company Is (1) Listed 


SE 
HABLA 
ESPANOL 





JANUARY 1995 








4010 Winnetka Ave. 
Rolling Meadows, IL 60008 
(800) 262-0323 Fax (708) 870-0120 



















BLOODSTORM................. 


The new standard in fighting games. Extensive 


Character moves for challenging game Perfect for Adult locations. Easy to learn, fun to 
strategies, combined with hidden combination play. Players remove cards from screen to 
moves that enhance the game play and increase reveal sexy pictures! Very ADDICTIVE! 


earnings longevity. 





OTHER GREAT GAMES 


FROM STRATA! 


TIME KILLERS, Trend-setting one-on-one 
fighter with tons of action... eee $695 






NFL Hard Yardage...........°795 


Realistic hard-hitting action! Digitized players! ARLINGTON HORSE RACING, Play for fun 


for tickets! Great street piecel............. $695 
Actual NFL game footage used for TV-like Rig afer gn ee a 
quality. Choose any of the 28 NFLteams. Up to RIM ROCKIN BASKETBALL, Official rules, 
four players can play. B-ball for 4-players! oc sssessssssscsescsescseeceees $695 


; STRATA BOWLING, Atrue orginal! Trackball 
T u 5) 
Strata “System” Trade-In Policy ). > or joystick versions available..................0. $695 
Strata will convert any of your current 


BloodStorm, Pairs, or NFL Hard Yardage GOLDEN TEE GOLF Il, three different 


onde. Se yl au pee yas for only courses, top notch game play.............00 $695 





PEGGLE, Great family fun! Play for points 
“2 ag) <2 one En $495 










ORDER YOUR GAMES TODAY! 


Call John Cassiday, Elaine Ditton, or Mike Hanson 








HOT SHOTS TENNIS, Superb 2-player 









weetitiyy at Strata for more details. COMMS MIGUC Nl rasiisiiseudsncecticcsctonoaaven $395 
ALLKITS c r— 1-800-262-0323 or 
COMPLETE! = “NIA Fax (708) 870-0120 


44M N 
ai Ws x Cash, Checks, Visa/ MC/ AMEX Cards accepted. 


- | = = 7 /wann “we en es a mm / mm m=z iz /zZ (= pe / Ea /mn/ Ez 
| | | | | Ff ) | 
faa! | | } | — / 4 = / 
LE | ; | ‘a 7 rrnPallae. 


PM (CREAT WESTERN ine. 
A | TRADING POST 


g : (503) 726-1813 FAX (503) 726-7413 
yt von Free (800) 466-2424 Bally's * IGT's * Sigma’s * Universals 
Top Quality, reconditioned or 
as is condition machines 


YOUR OLD : Jee : Service after the sale 
PC. BOARDS | Saari nats : 7 


| TRADE YOUROLD f[ : 
-- | BOARDS FOR NEW OR f Day: Ret ' = Become a distributor today 
“1. TURN THEM INTO | ot Tike it: wi = Ask about our discount prices when 
eee, CASH! EE: = purchasing over 5 slots 

See = Visit our 45,000 square foot facility 





I: See for yourself why we are becoming 
Januar y Specials [: One of the largest slot distributors in the world. 
NEO GEO Mortal Kombat 2 $1245). 7 
Samurai Shodown 1 $79 Super Street Fighter $495 E 
_ Samurai Shodown 2 call pi "B - : Give yourself the best present available this holiday 
- Street Hoops call D : season and find out why we say 


(1 Slot Board $425 Super X : 

(Aero Fighter 2 $199 Street Fighter 2 : Hit the Jackpot with our Slots 
~ Aggr. Dark Kombat $225 SF Champion E 

World Heros 2 $65 SF Champ Hyper : 7 


ol 2 Jet g5 Golden Axe 2 
_ World Heros et §$ World Raily 


Boards andKits = Great_1000 Mile : 249 BLUE RIDGE DRIVE 
| Aerofighters 1 $299 TwinEagle 2 E 
=| Ecofighter $599 Dark Stalker E: ORANGE, VA 22960 


Mortal Combat $425 Power Instinct | 1 (703)672-4500 * rax (703)672-4563 











Need a Jukebox 
Assorted Service Manual? 


Toys for We have them ALL 


450 different jukebox manuals in stock. 

Wholesale and Retail 
Crane Wholesale pricing to dealer, 
bookstores and technicians 


Machines 


wo) HOTAVE 
$100.00 DISCOUNT 


250 Toys Free If You ; AMR Publishing ; 


Buy 5 Boxes 
PRO. Box 3007 = Arlington, WA 98223 
(BMC). Best Mfg. Co. Phone: 206-659-6434 
1-300-962-4486 FAX: 206-659-5994 


414-547-5051 » Fax 414-547-0905 Send For A Catalog 
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BEST EQUIPMENT ¢ BEST SELECTION e BEST PRICES 


JAN. 21, 1995 TEXAS 


(DALLAS / FT. WORTH AREA) 
DUE TO POPULARITY OF OUR AUCTIONS IN THIS AREA AND TO ACCOMODATE OVER- 
WHELMINGLY BUYER RESPONSE IN THIS AREA WE ARE FORCED TO MOVE AUCTION SITE TO 


A LARGER BUILDING, PLEASE CALL OUR TEXAS OFFICE FOR EXACT LOCATION AND FREE 
BROCHURE NOW AT (214) 497-1677. 


JAN. 28, 1995 FLORIDA 


(TAMPA / CLEARWATER AREA) 
DUE TO POPULARITY OF OUR AUCTIONS IN THIS AREA AND TO ACCOMODATE OVER. 
WHELMINGLY BUYER RESPONSE IN THIS AREA WE ARE FORCED TO MOVE AUCTION SITE TO 


A LARGER BUILDING, PLEASE CALL OUR FLORIDA OFFICE FOR EXACT LOCATION AND FREE 
BROCHURE NOW AT (813) 273-8155. 


FEB. 18, 1995 CALIFORNIA 


(LOS ANGELES / ORANGE COUNTY AREA) 
2116 E. WALNUT AVE., FULLERTON, CA 


*& CONSIGNMENTS WANTED FOR EACH AUCTION * 


To Consign Games For Sale, Bring to Auction Site Friday Before the Sale from 10 AM - 9 PM. 
All Auctions are on Saturday and Begin at 10 AM Local Time with Inspection from 8 AM - 10 AM. 
Lic.# A2609. 3% Surcharge for Visa & M/C. Payment in Full Day of Sale. 10% Premium to Hammer Price. 
TERMS - Cash, Cashier's Check, Company Check with Current Bank Letter of Guarantee. 
Industry Related Seller's Permits Required for Non-Taxable Purchases. 
All Equipment Must Be Removed by 10 PM The Day of the Sale, NO EXCEPTIONS. 


CALL OUR 24 HOUR HOTLINES 


CALIFORNIA 714-535-5353 "VISA 
TEXAS 214-497-1677 aa 
FLORIDA 813-273-8155 


IF YOU WOULD LIKE TO SELL YOUR USED EQUIPMENT OR COMPLETE ARCADE OPERATION, CALL ONE OF 
OUR REPRESENTATIVES FOR A FREE CONFIDENTIAL/ NO OBLIGATION CONSULTATION. 


9-LINE BIRMINGHAM VENDING 
POKER 


your One Stop Shop For Coin-Op 


New & Used Kit Specials 





SUPER COUNTERTOPS 





TOO sac, the aces 1099 
WINTER SPECIALS Super Street Fighter Turbo 
24 OA Ve Db = One and Two Slot Neo Geo ...... CALL 
U.S. GAMES BAR BRAINS Dungeons and Dragons CALL 
$549 g UP ‘ g : - OMS). setae dees ee 
amco Great Sluggers............ 
sfeleRas] -y th: hip £4 Merit Mega 30 Pushbutton chhee 
w/Solitaire and Run 21 Capcom Aliens and Predators ....CALL 
$799.00 Survival ArtS ...........0..ee000. 299 
Merit Run 21/Solitaire Kit Knucklebash .................05. 199 
In Stock KiaZy DOW! 26.0 ccthadunneaeses ee CALL 
Racin Force Eagle Shot Golf ................ CALL 
Ta Uleyatelaim ai ialemerlanl> Locked NLoaded......... New Gun Kit 
CLOSEOUT Super Street Fighter Il ............ 999 
5 Gaara bone ALL 
Used Darts cepa Dark Stalkers C 
Cj — c | = VET Na Um ielels Alar Word Fall .c4siecsesae ccs CALL 
i” Arachnid From $699 Super Off Road Bd. w/track Pk. ... . .299 
Merit Pubtime Aectiiean: 99 
Pool Table Mover its «i 16RD ie) Gooey ei gu atss oocaw se a Tene 
SPECIAL OF THE MONTH Lord OF GUA :6kus'eedewee wicks Closeout 
Merit 15 N 1 Update $129 cA SSE CRAKS 
Superstar 30 Update $399 Tommy (NEW) ssc. escscecave. Reduced 
Neo Geo 2 Slot Cabaret $1300 WWF Royal Rumble (New) ....... $1799 
Maverick (New) ...............-. CALL 
NEW & USED JUKEBOXES Shaq Attag (New) .............00. CALL 
Rockola 490-2: x2 cs< scxdaue dba poas $799 BAG. hn es ee on eek enn CALL 
CD-100 Fully Updated ............ 3299 _ Gladiators (New) .............0 56. 1699 
800-526-0080 COATOO AY gs esc ocd deg x weer 3499 Freddy Krueger (new) ............ CALL 
7 COST eee ee eee eee ce eeeeeeeees CA SB WAG! 9.5 ccs scons saeesaesaian a: 1899 
PROS aces seid ae acharicbacw ea nee 449 
PIAV DOV. 6 oi patedere dep saree uae yes 899 
FOO is ecko eee ddd weds ease aeeaee 499 
Recreation Equipment, Inc. R-86 ...............0.0....0.00-5 549 Elvira . sees eee eneseeensnseeeeess 1599 
FT sie nica ata neha. 599 CHBCKDOM isc ce ladaed cakbewae eres 1199 
FOE shicuakoesiinetegustomuintat uate 699. ThEGaMe SNOW «0.0. e secs venues. i 
PAO... 4. 799 Baal 654646 wa daw ad cok aoe daws 1599 
OO ose ce ig hoy ew wl ets ake sina 899 JUFASSIC PAK. biwessoaseetewedes 1799 
POG goats tesa acess eruee. 999 Phantom of the Opera ............ 1099 
P92 66h ore wae duende eke HPS 1199 PONCE POICE fsb aes cieieeewess 799 
R92 COMBO: ios. ck veaeRsaeeweasas 1999 Plate BOGY 5 visa eiseioeuaeriadas 399 
AGO: tines yah ereee Oe aw he RES 1599 WUUIWAING iciia waee we pres © aeale oan ead 999 
93 COMODO .acfavecivestsidenseds 2099 Mousin Around ..................- 799 
POA fc ecient ede taewe ew eeaateue 1699 Rocky N Bullwinkle .............-. 1799 
CD-100B ........-.. seen eee eee, 3699 SUMIN SON 226 dusd eed weat eats 1199 
oe eee ed sper Street Fighter ll .................. 1899 
pew we Say ee Last Action Hero .................2199 
NORE THO everatarnertnse ee one LASEP WIS 6 ied crknd werk S eee hes 499 
Neo Geo Hardware N Software Srpene oh ‘ 5 btn iee ed eewierd eawnns poe 
Starting at $50.00 aes oe s | | ere oe ee eer ne eee st 
. ounter To Read For Board All New Software in Stock es 8 ©) .0. ‘eo ..0 eG Je 6 .0° 0.0 6 6s © @ 6 6 6.6 
C p y World Heroes Jet, Aero Fighter Il, Super Side StarWars ..............0000eeee- 1699 
® 25” Wells Gardner Universal Kicks(World Cup Action), King of Fighters, Lethal Weapon NUS cectesw sasie ubese esi dcm hitt 1599 
Cabinet Ready For Kit $850.00 Samarai Showdown II, Street Slam Call for Quantity Discounts 
camclal ‘ 
6-Lines & Cherries P.C.B. BIRMINGHAM VENDING CO. 
U.P.S. faa gas General Office Established 1951 Florida Division 
540 Second Ave. N. * Birmingham, AL 35204 4524 L.B. Mcleod Rd. * Orlando, FL 32811 
CALL TOLL FREE (205) 324-7526 (407) 425-1505 
SE-800-238-8363 FL-800-330-1233 


1-800-800-3903 





National Toll Free 800-288-7635 « Fax (205) 322-6639 


PLAY METER 152 JANUARY 1995 


PLATINUM PLUS 
15 AMP 
POWER SUPPLY 


No METER REQUIRED TO 
ADJUST THIS POWER SUPPLY 





RED L.E.D. LIGHT WILL TURN GREEN 
WHEN +5 VOLT IS SET PROPERLY ! 


“FEATURING 1 Full Year Warranty 


+5 V...15 Amp 

+12V...3Amp 

-5 V...1Amp 

Computer Quality - Low Noise 

Dual AC inputs 115/230 AC 
(selectable) 

* COMPLETE overload protection 

* Short Circuit protection 

* Built-in EMI line filter 

* 100% Burn-in tested = 

"Sam Line, Compact, si slates aie Stk. No. 30920 - U.S.A. 15 Amp Power Supply 


* 1 Year Warranty Dimensions: 7" x 41/4" x 1 "5/16" 
Weight: 1.84 Lbs. 


+ + »* + 





Patent Pending 


Huntingdon Valley Industrial Center 
BLT inc 3983 Mann Road 
Huntingdon Valley, PA 19006 
Quality Products (215).322-3222 (FAX) 215-322-3238 
Quality Service 1-800-666-7776 





©1991 






Coin Counters for 
The Coin-Op Industry 
SC 302 — 


MONITOR 


GET WELL KITS 


SAVES TIME AND MONEY 
ON MONITOR REPAIRS! 









Monitor repair kits take care of picture 
warping, blacking out, smearing, low 
brightness and brighness problems, 
poor regulation, jail bars, vertical shrink- 
ing, etc. Call for free technical help with 
your monitor problems. All kits come 
with instructions and are easy to install. 













WICO DISTRIBUTES GET WELL KITS 









Kit #101: For Electrohome GO7-CBO 
19” color monitor. 17 parts. $7.95 ea. 
Wico #36-0243 

Kit #102: For Electrohome G07-FBO 
13” color monitor. 16 parts. $7.95 ea. 
Kit #201: For Wells-Gardner K4600 
Series color monitors. 14 parts. $6.95 
ea. Wico #36-0244 

Kit #202: For Wells-Gardner K4900 
Series color monitors. 15 parts. $7.95 
ea. Wico #36-0248 






7] SCAN COIN 
800-336-3311 

























































THIS MONTH P Kit #203: For Wells-Gardner K4800 
OFF ROAD TRACK PAK 135| © eh color monitors. 15 parts. $7.95 
SUPER OFF ROAD 99 
PIT FIGHTER 69 Kit #204: For Wells Gardner 13”, 19”, 
VENDETTA 135 B 25” K7000 Series Color Monitor. 15 
TMNT (im time) 99 parts. $6.95 ea. Wico #36-0249 
acc *| O Kit #206: For Wells Gardner 19K6100 
MAGIC SWORD o| A Color XY monitor. Includes caps, resis- 
PUNK SHOT 99 tors, diodes, and six power transistors. 
ROBOTRON us| R 30 parts. $14.95 ea. 
STARGATE pared 2 Kit #301: For Nintento Sanyo 19” 
en aiceenages — color monitor. 15 parts. $6.95 ea. Wico 

S #36-0245 





5 






Kit # 401: for Atari Disco 19” color 
monitor. 17 parts. $6.95 ea. 









C&P DISTRIBUTING 

















TEL: 219-256-1138 Kit #801: For Hantarex Color monitor 
Pan FAX: 219-256-1144 a 3 es model #MTC900. 21 parts. $7.95 ea. 
ae, Kit #802: For Hantarex Color monitor 










model #MTC9000. 18 parts. $7.95 ea. 
Kit #910: Nintendo Sanyo color video 
inversion kit. Convert Nintendo cabi- 
nets with non-Nintendo game boards. 
17 parts. $4.95 ea. 

Kit #920: For Pac Man, Ms. Pac Man 
logic boards. Eliminates hum bar in 
picture. 4 parts. $6.95 ea. 

















SA-20 PROGRAMER 





DISCOUNT! Buy ten kits and 
take $1.00 off each kit. Money 
back guarantee. We pay S&H. 


Electrohome GO7CBO) Replacement 
Chassis (NEW) .......... $94.95 

Electrohome 19” Flyback 

CPZIOSNAB ods ee oka 









2SC3039 . $1.39 2SD1138...1.22 
2SD1398 ...3.59 STR381 ...7.97 
C&P DISTRIBUTING QNS71 ...:.. 1.95 STR3123 . 626 


TEL: 219-256-1138 2N3792 ....1.95 STR30130. .5.29 


FAX: 219-256-1144 ZANEN ELECTRONICS 
806-793-6337 
















FAX 806-793-9136 
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wee Fee 





Mark Your 
Calendars 
NOW!!! 









Thursday, March 23rd 
Friday, March 24th 
Saturday, March 25th 












Reno 
Convention 
Center 
Reno, NV 












For more information, 
contact: 


William T. 
Glasgow, Inc. 


16066 South Park AVe. 
South Holland, IL 60473 








(708) 333-9292 







Fax (708) 333-4086 
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US amusement, 


The Nation’s Leading Auctioneers Of: 
Video Games ¢ Pinball Machines 
Juke Boxes ¢ Kiddie Rides Darts 
Pool Tables * Redemption Games 





Auction Dates For 1995 



















Louisville 


’ 
j ae n u ary Buechel National Guard Armory, Progress LEIS 95 Our Land Pavilion 
Blvd. (at the comer of Progress and Buechel Indiana State Fair nds 
Bank Rd., across from GE Appliance Park. Orlando, FL Cellular: 31 PAGE TebE 
Take Bardstown Rd. to Buechel Bypass 1.6 e i in]. 
res South of 1-264 ettereon Not An Auction e Reorder Tone Dial: 502-551-1866 
Expressway). Turn right at National Guard Visit Us At Booth #215 


Armory sign. Cellular: 502-551-1866 


4 


Houston, TX 









Hwy 36, 9/10 mile South of Hwy 59 
(Rosenberg) 

Cellular: 317-432-7626 

Reorder Tone Dial: 502-551-1866 











off Interstate 4 


February 






March 


Ap ri Columbus, OH 








May 6 
Clementon, NJ 
(East of Philadelphia) Route 30 Mart 
1-295 Exit 29 to Route 30 East 6 
miles To Route 30 Mall on right 






May 








June indice IN 


19 thru 21 


29 
Tampa, FL 


Ft. Bend County Fairgrounds, Bldg. ‘C’ | Florida State Fairgrounds 
Special Events Building, Highway 301 


Cellular: 813-623-7626 
Reorder Tone Dial: 502-551-1866 


18 
23 Thru 25 
4 11 Clementon, NJ 
Columbus, OH Indianapolis, IN (East of Philadelphia) Route 30 Mart ACME Trade Show 
1-295 Exit 29 to Route 30 East 6 Reno, Nevada 
miles To Route 30 Mall on right 
1 8 


13 
Columbus, OH 


10 
Denver, CO 













28 


Indianapolis, IN 

















29 
Indianapolis, IN 


Tampa, FL 











Auction Information 


e All auctions begin at 10 am local time. 

¢ To consign games for sale: bring to 
the Auction site on the Friday before 
the auction between 9 am and 9 pm. 

e Inspection: day of sale 9-10 am. 

e Removal of all equipment by 
midnight day of sale. 


e Please, no cigarette machines or candy 
machines older than two years. 
¢ Phone numbers listed for 
auctions are for Friday and 
Saturday only. 
¢ Contact Ric Stephen 812-333-9939 
for special hotel rates. 


Terms & Conditions 


\cceptable Payment - Cash, Cashiers Check, Travelers Check, Personal or Company 
heck with Irrevocable Bank Letter of Guarantee, Visa, MasterCard or Discover. 

1% Byers Premium 

1% Discount for payments in Cash, Cashiers Check, Travelers Check, Personal or 
company Check with Irrevocable Bank Letter of Guarantee. 

\pplicable state and local sales taxes must be collected unless you provide a current copy 
f your Sales & Use Tax Permit. 


For further information contact: 


Auctioneer: Bill Hughes, P.O. Box 4819 
Louisville, KY 40204. Phone: 502-451-1263 


Licensed by Div. of Licensing, Ohio Dept. of Commerce and bonded 
in favor of State of Ohio, OH/IA4065, OH/AC2208; in Florida, FL/AU882, 
in Kentucky, KY/P1597; in Indiana, IN AUO8700280; in California, 
A-2586; and in Texas, TX10171. 


Sales Manager: Jeff Schwartz 
502-456-1600 
24 hr. Fax: 502-897-7771 


Advertising Manager: Ric Stephen 
812-333-9939 


Harness of Quality 


Amusement and Industrial 


CUSTOM, JAMMA, 8-LINE 


ADAPTOR BOARDS 
QUANTITY DISCOUNTS 


Louise’s Harness Shop, Inc. 


100 Spring Street 
Tuscumbia, Alabama 35674 


1-800-365-1941 
FAX 1-205-381-6180 


ONE-PERSON POOL TABLE LIFT 


CONVENIENTLY STORES UNDER TABLE 


¢ 3” Lift ¢ Heavy Duty 5" Casters 
¢ Reduce Injury Claims ¢ Reduce Service Calls 
¢ Use With Pool Tables, Air Hockey, Foosball, etc. 

¢ UPS Shipping Weight 56 pounds 


ORTIECHI 


Order Yours Today! 


800-521-6372 
218-741-6075 
Made in the USA 
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SAMPLING BY THE 


LATIN JUKEBOX, G. GROVE, CA 
BASED ON ACTUAL ee 
JUKEBOX PLAY REQUESTS. oe 


_ | To ORDER CALL L 1-800-LATIN cD | 
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VIDEO CONNECTION As0 INDUSTRIAL PL., #110, DIXON CA 95620 





COMPLETEFACTORY KITS 





ALL KITS CONTAIN: Legal PC. Board, Wvjarquee, Overlay, Wire Harness, Stick, Buttons & Instructions! 












———$—$_———————— 
Great 1,000 Mile Rally (Driving Maste Yoiece) 


Sass 1750 
Raiden DX (2 PI., w/Continuous Rapifig Fire) ........ 1395 
Mortal Kombat Il (2 Pl., #1 Hit Kitjfo, 1994) 0... 1350 
NBA Jam...795 or NBA Jam Toi rnament Ed. ....1295 


Krazy Bowl (Newest Bofwling Action) ..............6.-. 1095 
Eagle Shot Golf (Excé@flient for Bar or Tavern) ......1095 
Gals Panic Il (Vert. Digitized Models Strip to Buff) ..1050 
Raiden Il (2 Pl., Exé Sequel for vert. monitor) .......... 995 
Twin Eagle Ill (2 Pl..Vert. Digitized Heli Shoot‘um Up) ........ 795 


Battle Toads (273 PI., Unique Cartoon Space Action) ..595 
Mortal Kombéit (2 Pl., #1 Hit-Full Kit) 
Peek-a-Boo (“R”-Rated Strip Tease Arkanoid)........ 495 


Tetris (2 Pl., Finest Novelty Piece Ever!!)...0.....00.... 495 
9 Ball Shootout (Excellent New Pool Game) ........ 495 
Cool Pool (Strip Tease Pool Tavern Pieces)............ 495 
Raiden (2 Pl., Excellent Flying Masterpiece) .......... 475 
Capcorn Bowling (Excellent Tavern Piece w/Trackball) ....450 
Alien VS Predator Full Kit....1195 or “B Kit”... 450 
Super Street Fighter Turbo (‘BKit’ with Change) -.ecsscessesessn 395 


Varth Op. Thunderstorm (2 Pl, Flying Action Like Raiden) .......395 
Bloxeed (2 PI, Like Tetris w/more Bonus Features) 
Aero Fighter (2 Pl., Excellent Airplane Shoot-um Up) ........ 395 
Time Killers (2 Pl., Warriors Battle to the Death) ....350 
Total Carnage (2 PI., Cartoon Style War Games) ..350 
Captain Commando (2-4 PI., Top Capcom Piece) 350 
Martial Champion (2 PI., 10 Fighters w/All New Moves)....350 









U.S. Classic (Top Notch Golf w/trackball) .............. 295 
High Impact..195 or Super High Impact (2 PI.) ....295 
Shuuz (Horse Shoe Competition for Taverns),......s0ssssse 295 
Fighters (2 PI., plugs into Street Fighter Six Button) ............ 295 
Survival Arts (2 Pl. Similar to Mortal Kombat II) ....250 
Slam Masters (2-3-4 PI., Top Wrestling Adventure) ............ 250 


Street Fighter Il Champion Edition (Full Kit) ........ 195 
Relief Pitcher (2 Pl, Ex. Realistic BB Home Run!) ..195 
MVP...195 or Clutch Hitter...350 or Major League ..195 
Cal. 50 (2 Pl, Superb War Game Shoot um Up) ...... 195 
Simpsons (2-4 PI., America’s Favorite Cartoon) ....195 
Karate Blazers (2-4 Pl., 1 Kit Links 2 Cabinets)......175 
Ninja Kids (2-4 PI., 1 Kit Links 2 Cabinets) 
Captain America (2-4 Pl., Comic Book Hero Action) ....175 
Growl (2-3 PI., Indiana Jones Adventure Trek)........ 175 
Wrestle Fest (2-4 Pl., Superstar Wrestling Action)....125 
Ms. Pac Man (table, upright, kit or PCB) ...... Makes Money 
Defender, Stargate, Joust, Robotron, kits 
Nintendo Play Choice (10V.S. Uni-system Software) ......Cheap 





Neo-Geo 1 or 2 Slot (with one free cartridge). . Reduced 
Samurai Shodown Il (Hottest New Cartridge) . . 450 
King of Fighters..375 or Super Side Kicks Il. . . 325 
Gururin (like Tetris)..195 or Samurai Shodown . . 95 


Wanted: Mortal Kombat PC Boards 
EXPERT VIDEO GAME REPAIR 









COMPLETE LOCATION READY GAMES (Shopped Out) 





Mortal Kombat Il (Like New Ded. w/25” Monitor) ..1995 
NBA Jam (4 PI. Dedicated w/25” Monitor) ......... 1495 
9 Ball Shootout (Ded. Brand New w/25” Monitor) . .1295 
(2) Neo-Geo 1-Slots in Nintendo Dual Monitor Cab . .995 


Mortal Kombat | (Ded. w/25” Monitor) ............. 995 
Super Off Road (3 PI., w/steering wheel and gas pedals) .795 
FREE--FREE--FREE 


New Catalog--Just Printed 





Free With the Purchase of 3 Kits 
Samurai Shodown Cartridge or one additional kit 
(call for list) 


CALL FOR OUR FREE CONVERSION KIT 


NEWSLETTER (OVER 200 KITS LISTED!) 


MS Pac or Centipede or Milipede Tables........ 595 
Badlands (w/2 steering wheels & pedals)........ 495 
Pole Position II (w/steering wheel, shifter & pedal). . . 495 
Buggie Challenge or Speed Buggy or APB..... 395 
Numerous 9” & 13’ Color Poker Trivia Countertops .. . 395-695 
SENTE Stocker (w/steering wheel, shifter & pedal)... .. 295 


Sé Habla 
Espanol! 


AYs\(eare Comp tp. ole) um Ore) ohio) u-3 (0) le 


Call Toll Free: 
1-800-44-Hot-Kits ¢ (1-800-444-6854) 
Ph: (916) 678-5189 ¢ Fax: (916) 678-1313 


BUYeSELLe TRADE 


WE SHIP WORLDWIDE 









January 6-9, 1995 
Winter Consumer Electronics 
Show, Las Vegas, Nev. Contact 
Consumer Electronics Group, 
(202) 457-8700; FAX (202) 457- 
4985. 
January 19-21 
Leisurexpo ‘95, Orange Coun- 
ty Convention Center, Orlan- 
do, Fla. Call (305) 448-7976; 
FAX (305) 448-4630. 
January 24-26 
ATE International, British 
Leisure Trade Show, Earls 
Court 1, London, England. 
Contact ATE Ltd., 40 Moor St., 
Coventry, UK, CV5 6EQ; FAX 
+44-71-713-0446. 
January 25-28 
IMA ‘95, German Amusement 
and Vending Exhibit, Frank- 
furt Trade Fair Centre, Frank- 
furt, Germany. Contact 
Blenheim Heckmann GmbH, 
49-211-901-9134. 
February 8-12 
TAE ‘95, Taiwan Amusement 
Exhibition, China External 
Trade Development Center, 
Taipei, Taiwan. Contact Cre- 
ative International Public Re- 
lations, 02-746-6860; FAX 02- 
746-6875. 
February 24-26 
South Carolina Coin Opera- 
tors Association Annual 
Meeting, Sheraton Conven- 
tion Center, Columbia, S.C. 
Contact Helen Sikes, (803) 
345-2038. 
March 7-8 
AmEx ‘95, 16th Irish Amuse- 
ment Trade Exhibition, Green 
Isle Hotel, Naas Road, Clon- 
dalkin, Dublin, Ireland. Con- 
tact Susan Feery, 045-21190 or 
+353-45-21190; FAX 045-21438 
or 353-45-21438. 
March 23-25 
American Coin Machine 
Expo, Reno Convention Cen- 
ter, Reno. Nev. Contact 
William T. Glasgow Inc., (708) 
333-9292; FAX (708) 333-4086. 
April 20-22 
National Automatic Merchan- 


PLAY METER 


CALEINDAR 


‘Testern 
» Show, 
ion 


dising Association W 
Convention and Trade 
Reno/Sparks Conven 
Center, Reno, Nev. Conta 
NAMA Convention Dept., 
(312) 346-0370. 

May 11-13 
lst E3, Electronic Entertain- 
ment Expo, Los Angeles Con- 
vention Center, Los Angeles, 
Calif. Call (800) 800-5474 or 
(415) 349-4300; FAX (415) 349- 
7482. 

May 20-23 
Amusement and Music Oper- 
ators Association Govern- 
ment Affairs Conference, 
Washington, D.C. Contact 
AMOA, (312) 245-1021; FAX 
(312) 245-1085. 

May 26-June 3 
15th Valley National Eight- 
Ball League Association In- 
ternational Championships, 
Riviera Hotel and Casino, Las 
Vegas, Nev. Contact Gregg El- 
liott, (800) 544-1346. 


June 6-11 
3rd Expo Diversiones, 
Guadalajara, Jalisco, Mexico. 
Tel. 52-3-614-3015; FAX 52-3- 
647-8839. 

June 23-25 
5th Valley National Eight-Ball 
League Association Interna- 
tional Junior Championships, 
Mayo Civic Center, Rochester, 
Minn. Contact Gregg Elliott, 
(800) 544-1346. 

July 27-29 
12th Annual Billiard Congress 
of America International 
Trade Expo, The Sands Expo 
and Convention Center, Las 
Vegas, Nev. Contact Frank 
Zdy, (619) 278-3877; FAX (619) 
268-9372. 


August 23-25 
4th Asia Pacific Theme Parks 
and Attractions Conference 
and Exhibition, Singapore In- 
ternational Convention and 
Exhibition Centre, Singapore. 
Tel. (65) 222-8550; FAX (65) 226- 
3264. 
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introducing LASer otar Diamante 
@ROWE Mii 


75 Troy Hills Road, Whippany, NJ 07981 U.S.A. 
(201) 887-0400 Fax (201) 887-2851 


If you think the Rowe/AMi LaserStar series got atten- 
tion in the past, wait until you see the Diamante. This 
new jewel of the LaserStar line is so beautiful it will 
immediately grab center stage and never get off. This 
spectacular diamond will play and play to the tune of 
increased profits. Now, that’s a really beautiful sound. 


See your local Rowe/AMi music operator for details. 


Rowe International Sales 
203 Swan Road, Hanworth, Middlesex TW13 6LL 
Great Britain 081-893-8300 Fax: 081-893-8600 








COPS 


"What 'ya-gonna do when they come for you?” 


THE FIRST LIVE ACTION SIMULATOR BASED ON A HIT TV SERIES. 


COPS is a new form of entertainment: 
ae Built-in recognition and appeal across all ages. 
ee Players select driving or shooting action. 
ee Over 30 minutes of start to finish game play. 
ae Features the popular "Bad Boys” theme song. 


Unique cabinet and controls: 
== 33-inch monitor simulates a big-screen TV. 
© Realistic gun control and feedback steering. 
=) High quality Bose speakers. 


Operator Benefits: 
ee Update discy’COPS IN NEW YORK" 
in Production. 
==>Operator selectable ticket/redemption feature. 





“00 == ee = = - 
3 . DRIVING DRIVING § SHOOTING 
t AND 
” SHOOTING . 





Atari Games/Time Warner Interactive 675 Sycamore Drive Milpitas, CA 95035 
Phone: (408) 434-3700 Fax: (408) 434-3776 


